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Cigarette smoking is injurious to health 
by 


Made in India under licence 
_ Godfrey Phillips (India) Ltd. 


Statutory Warning: 





Cu [£ — HO S 2- 


LETTER 
FROM THE EDITOR 


HREE years after 
liberalisation— 
1 and three years 
after BUSINESS TODAY was 
огп—іпаїіа'ѕ agenda is 
still economic. Wracked 
by political uncertainty, 
global pressures, and 
even the plague, our 
economy is displaying 
remarkable resilience. 
While the balance of 
payments position іѕ 
comfortable, the stock- 
markets are maturing, 
and industry has, finally, 
recovered from the 
— "recession. Clearly, the 
results of the Rao 
Administration's reforms programme are showing. 
We live in interesting times. For the first time in 48 
Years, the customer has come into his own. No longer ishe 
'ontent to accept inferior quality, limited choice, and 
К monopolistic margins. And with the mantle of protection 
orn asunder, global competition has shrunk comfort 
zones. Today, the customer is demanding quality: in prod- 
cts, in services, in life. Only those of us will survive the 
century who upgrade to global standards right now. 

We at BUSINESS TODAY are committed to quality. We, 
herefore, decided to be the bellwether of the quality rev- 
lution by devoting our third anniversary issue to quality. 

| hile almost everyone in BUSINESS TODAY went through a 

d workshop on quality conducted by management consul- 
sant Suresh Lulla in Delhi, a team of 20 correspondents 

nd editors then spread out to research the quality prac- 
cesofthe country's corporates. Only to be disappointed 

So far, only a handful of companies have woken up 
5the need to imbibe quality strategies. On the positive side, 

terest is definitely stirring. But companies seem to be 
le... little about quality, partly because they do not seem 














to know where to start 
This issue presents à 
manual for change 
through definitive arti- 
cles on quality philoso- 
phies, methodologies, 
and strategies. Our case 
studies reveal the first 
steps CEOs are taking on 
the quality journey 

This effort is a conse- 
quence of our mission 
statement: to prepare 
business for tomorrow 
As the economy has 
boomed, so has the mar- 
ket for financial dailies 
and magazines. But 
while readers have been 
carpet-bombed with news, that has not always meant 
quality reading. We see our role very clearly: to take you 
beyond the news. We try to do this by focusing on Issues 
that will help companies perform better, grow stronger 
and become globally competitive 

Our stories are heavily research-based and even our 
coverage of individual businesses is done with a view to 
hold them up as examples from which broader conclu- 
sions can be drawn or lessons can be learnt. It is this kind 
of approach that has ensured BUSINESS TODAY a unique 
position for itself amidst the clutter of business publica 
tions. We believe it is fulfilling a need in today's liberalised 
and competitive business environment We hope it will 
continue to do so as we strive to further improve ou! 
editorial content. 

Best wishes for a Happy and Prosperous New Yea! 


(Aroon Purie) 
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REFRIGERATORS 


œ THE PROMISE OF GOOD LIVING 


















rost Freedom. 
74 It understands both 
sides of you. The 
fessional side that 
7gieves in division of 


Bh your son. And the 
ne-loving Indian side, 
О craves for idli 
i bhar and rasmalai. 








The refrigerator with 


an Indian appetite. 


The Godrej Frost-Free is 


ideally suited for people 
with modern concepts of 
home management. And 


is specially designed for 


homes with Indian needs. 
The special slide and fold 


flexi-shelf makes room 
for tall jugs of nimbu 


pani. While the adjustable 


shelves help you tuck 
away the idlis and 


shrikhand mother keeps 


sending you. 


Keeping kulfi firm and 
paneer soft. 
The Godrej Frost-Free has 
four different temperature 
zones for specialised food 
storage. The Quick 


Freezing Corner. The -18°C 


Freezer which ensures that 
the kulfi remains firm. The 


Chill Case, which keeps the 


paneer and fish as soft and 
tender as the dahi wadas 
on the lowest shelf in the 
refrigerator section. 





A refrigerator that’s 
specially designed for 
India. 


A frost-free refrigerator 
performs efficiently only 
when its design is 
compatible with the 
climatic environment 

The Godrej Frost-Free has 
been specially tropicalised 
to suit India’s varying 
climatic conditions 


Exchange your old 
refrigerator for a life of 
Frost Freedom. Catch up 
with your son's football. 
Beethoven. And aloo chaat 


Available in 240 It and 165 It sizes. 
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For the International Indian 
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S than achieving 





TWENTY - ONE STRIPES BY ZODIAC. UNDERSTAj 


is how you 
wear success. " 





T mies UNDERESTIMATED. N T. AOD AC 
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" Clothes are 
like good ideas. 
They enhance 
your identity. 


n 


THE SHIRT • THE LEGEND 
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зван How To Use 


RATIVE: If corporate 
India is to survive 
tomorrow, a quality 
revolution is essential 





THE INTERFACE: 
Commerce Secretary T. 
Khanna faces off with 
the cirs S. Bhargava on 
quality and government 


THE SURVEY: Just how important is 
quality to the country's CEOs today? 
And how do consumers rate Made-in- 
India products? A BUSINESS TODAY-IMRB 
nationwide twin poll 












THE  BQA INTERACTIVE: Тһе 
Baldrige National Quality Award stipu- 
lates the world's toughest benchmarks 
for quality practices. Would your com- 
pany even qualify today? 





MANAGING QUALITY: 
Quality management 
has been transformed 
into a core competence 









for corporate excellence THE JURAN INTER- 
VIEW: A rare conversa- % 
tion with Joseph М. 3 
THE TQM INTERACTIVE: Are you Juran, the world's great- \ў 
E 


planning the  implemention of your est authority on quality 
TOM drive effectively? Take this quiz to 
check how well you are making quality 
work for you 





QUALIFYING ISO: Is 
the 150-9000 really a route 


to total quality? Or is it 
THE CROSBY INTER- merely a marketing 


VIEW: The legendary necessity? 
quality дит explains І 


his principles and their 
application in India THE ISO INTERACTIVE: ls your firm 
ready to apply for ISO certification? DO == 
you have the documentation to prove 
that you are adhering to quality systems? 
Evaluate yourself by taking this test 




























ESSAY: Two thousand 
years of history are lead- 
ing to a quality revolu- 
tion, says quality con- 
sultant Suresh Lulla 





THE QPI INTERACTIVE: How well are 
you leading your company's quality 
movement? Benchmark your present 
CASE: PMT How do  practicesin this questionnaire designed 
you lead quality? Chase ру the Juran Institute 
perfection relentlessly 


and inspire your work- 


" ers, as D.L. Shah does CASE: MUKAND Want 


to build your own TOM 
model? Choose from 
the best wisely, as Viren 
J. Shah has done 


CASE: MODI XEROX 
How do you perpetuate 
quality? B.K. Modi's 
solution is to set up sys- 


tems for every process CASE: BPL Can hit 


products be generated 
every time? Try T.P.G. 
Nambiar's product dev- 
elopment techniques 





CASE: TI CYCLES А. 
Vellayan plans to engi- 
neer quality by splitting 
his assembly line into 
autonomous units 











This І 
is SSUuUe Q-SPEAK: What do Taguchi techniques 


have to do with robust design? Why 


can't poka-voke lead to out-of-control 





| situations? Come to terms with quality 
THE Q-I-P INTERACTIVE: How quickly 
do you return calls? How many times do 
you have to search for a lost file? Check 
your personal practices to see if quality BIBLIOGRAPHY: The classics and the 
begins with you critiques. The manuals and the mono 

| graphs. The compendiums апа the 


by learning the lexicon 










































casebooks. The books that every 


CASE: ARVIND Follow 
Sanjay Lalbhai's manu- 
facturing techniques to 
make quality products 
for the global market 


quality-conscious CEO must read 


CASE: INDAL Whos 
job is it to lorge a quality 
culture? Tapan Mitra's 
methods ensure that it is 
CASE: IFB Quality starts 
at home, says Bijon Nag, 
who argues that personal 
quality improves profes- 
sional quality 


the workers who do so 


CASE: GUJARAT AM- 
BUJA Protecting the 


environment yields a 





competitive edge, says 
CASE: ABB Do team Narottam Sekhsaria 

compensation pack- 
ages exist? K.N. Shenoy 
is using quality prac- 
tices to design them 







CASE: INFOSYS To 
retain people, treat 
them as the HRD depart- 
ments customers, says 


CASE: HDFC Can cus- » N.R. Narayana Murthy 


tomers ever be serviced 
to their satisfaction? 1 
Deepak Parekh doesit by CASE: VYSYA BANK 


empowering frontliners М Сап TQM work in bank- 
ing? 1. Sada Siva Gupta 





has launched 22 pro- 


CASE: AMEX TRS 
What are your custo- 
mers telling you? Listen 
to them innovatively, as 
Tony Singh does 





jects to prove that it will 


CASE: OBEROI How 
does a hotel delight its 
guests? Creating inter 


nal customers is Biki 





CASE: LEVERS What 
drives effective market- 
ing? For S.M. Datta, it is 
adherance to  well- 
defined procedures 


Oberoi's solution 








CASE: THERMAX After 


sales service is not an 





afterthought іп Rohin- 


ton Aga's TOM-based cus- 


CASE: RANBAXY For 
consistent perfec- 
tion in manufacturing, 
Parvinder Singh prefers 
to use automation 





tomer-complaint system 


CONSULTING EDITOR: SURESH LULLA, СЕО, QIMPRO COVER DESIGN : JYOTI THAPA 








When you're forwarding delicate equipment to the ends of the earth, you need a carrier 


that can deliver your cargo quickly and reliably. A carrier that has a cargo capacity of 


over 80 million tonne kilometres per week to more than 70 cities in over 40 countries. And 


) HAS DEDICA FREIGHTER SERVICE О THE FOLLOWING CITIES; AMSTERDAM, AUCKLAND, BANGALORE, BASLE, BOMBAY, BRUSSELS, CALCUTTA COPENHAGE 





ИП TEAR WE LE HELF IEVEHNVLUUI PRUOREDD 
EVEN FASTER AND FARTHER. 





awhose people have the expertise and the attitude to ensure your cargo arrives safely, 


on time, every time. Across 5 continents of the world, SINGAPORE 
Airuines CARGO 


e m "- oie es mm „ш т 
to get what it takes, just call your local SIA office. we've GOT WHAT IT TAKES 


ELHI, DHAKA, DUBAI, FRANKFURT, HONG KONG, LONDON, LO 











Name India’s No. 1 


liquor conglomerate 


PAN 
ET 


ل 


~ 


. ; 
Ww АЁ 


SIZE KEDIA An enterprise that has the capacity to produce 130 million 


litres of potable alcohol annually. The only capacity of its kind in India. Housed under the Kedia name 
A corporation unflinchingly committed to quality and meeting consumer needs. A dedication that has 
earned the respect of connoisseurs worldwide. Initiating strategic global alliances to bring to India the 


world's best. Focussing on R&D as a means of capitalizing on the future. 


Building on the past. The House of Kedia. Blending experience with expertise. 


HOUSE of KEDIA 


PERCEPT 


604/605, Keshava, Bandra-Kurla Complex, Bandra (E), Bombay-400 051 


Aiming higher 














fration by SUJATA SINGH 






















B GEORGE SKARIA one component out of every 10,000, one out of every 100 
Tg QUT Ue Det Noa Spree NE ТОРОТУМ іп this country has to be trashed. And breaking out of the 
ne | SPECTRE is haunting India: the spectre of quality. barriers of bad products won't be easy. Warns Joseph M. 
hl PA Comfortably ensconced for decades in the warm Juran, 90, the founding father of quality: “A great many 
А сосооп of poor products and shoddy services, companies undertake to create quality. Very few of those 

; corporate India is about to receive its final comeuppance. have actually reached quality leadership. Very few.” 
': Post-liberalisation, global quality is invading the country, Making the quest tougher still is the global search for 
hurtling in through goods designed, manufactured, mar- | the perfect factory which makes India’s present industrial 
keted, and sold using state-of-the-art quality practices. standards seem like a relic of the Raj, riddled as they are 
Contrary to what business may believe, India is defence- | with snoke-spewing chimneys and labour-killing lathes. 
- less against the tidal onslaught of total quality. On the production lines of Motorola, the American 
The world thinks so too. Rated on global scales of qual- telecommunications equipment-manufacturer, engin- 
ity, India’s performance has been abysmal: among the 41 eers are labouring to attain 99.99997 per cent defect-free 


countries whose products and services were ranked by manufacturing; in India, plants are struggling to reduce 
the World Competitiveness Report 1994, conducted by their rejection rates to under five per cent. 


The Total 
Quality 


imperative | 


if corporate India, which has produced poor prod 
is to survive tomorrow, a quality revolution is e: 



























the Geneva-based World In other words, a colossal Rs 6,000 crore of products 
Economic Forum, India five percent of the country's Rs 120,000 crore of industrial 

occupies a lowly 28th place production in 1993-94—ended up on the scrap-heap last 
on the price-to-quality parameter. yeareven before they left the factory gates. Looked at from 
















‚ It needs no soul-searching to under | a different perspective, consumers paid an additional 
“stand why: on global bench- — 1 1 1 1 à 11 à Rs6000croreto compensate corporates for 
marks: of TOM practices, the | PRICE-TO-QUALITY | the losses they suffered due to these high 


Р " Competitiveness Report ranks India 
| No. 38—in asample of 41. 


а Em |! corporates survive such terrible wastage? 
Make no mistake. Indian business is | 2E Warns Arvind N. Aggrawal, 43, vice- 
ed in mediocrity, notwithstanding the | w | president, Escorts: "We will have to close 


rejection. levels. How long can Indian 
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5.67 | 
7557 


| 5.8 per cent surge in sales and the 72.6 рег |: our borders again and go back to what we 
Lent jump in operating profits in 1993-94 | did 40 years ago.” 


3.4 


руег 1992-93. It shows on virtually every | т 5 4s is ama. Adds the Delhi-based quality consultant 
hopfloor, in every blast furnace, on every | i wn 4$ ТНА. ТА. NE. Janak Mehta, 53: "As we move from an envi 
ombly-line іп the country. Ata time when | i ronment of shortages to an environment of 
y Ty 148 Rating on 4 нне | 2 
‹ i 


l| automobile manufacturers reject | 9Rekets ^! | surpluses, the quality imperative is crucial." 





m 
> 
ш 
E 
с 
ш 
> 
O 





Nor is the price to be paid for poor quality limited to yield- 
ing the Indian market to foreign firms that manage for qual- 
ity. Battling in the global market will be impossible too. 
With the balance of trade—a negative balance of Rs 3,869 
crore in the first six months of 1994-95—precarious, and 
the share of world exports 
declining from 1.88 per cent 
in 1950-51 to a laughable 0,59 
| percentin 1993-94, can India 
afford to pamper poor qual- 
ity? States R.K. Daga, 54. man- 
aging director, Gujarat Heavy 
Chemicals: "To create an 
India Inc., nothing but total 
quality will suffice." 

For Indian 
aiming the products they 
manufacture at the global 
market, that is not an academic issue. After all, the coun- 
try's largest private sector corporate, Reliance Industries, 
dreams of marketing its petrochemicals overseas, having 
built up the world's second-largest paraxylene manufac- 
turing capacity. And the world's 
third largest two-wheeler manufac- 
turer, Bajaj Auto, wants a sizeable 
international marketshare by the 


corporates 

















‘Quality Means Respect’ 


reengineer their manufacturing processes to produce just 
what the customer wants. How long will it be before 
Indian corporates are elbowed out altogether by the appli- 
cation of principles which they have not even begun to 
grasp? Says Dinesh Chandra, 48, director of the US-based 
Global Quality Associates: "Companies which use total 
quality principles to understand customer requirements 
will dominate the global markets of tomorrow.” 
Observes Sarita Nagpal, 40, the quality counseller at 
the Confederation of Indian Industries: "There are still 
some CEOs who are keeping their heads buried in the sand, 
hoping that the storm will blow over." Only, it won't. 
Points out the 49-year-old forme: Union commerce minis- 
ter, P. Chidambaram: “All the traditional competitive 
advantages that India has will shrink. It will only be the 
quality factor that will constantly expand." It needs no 
special insights to realise how right they are. For, corpo- 


^ 


rates the world over are palpably upping the quality ante. > 


Why, Japanese corporates are designing component- 
manufacturing systems that will eliminate defects and 
rejections entirely. If a component is out of spec, the 
remaining components will be computer-adjusted to 


turn of the century. How can global 
capacities help these corporates 
unless their products match the 
quality standards of competitors 
who have embraced total quality 
management (TQM)? 

In fact, one of the most impor- 
tant reasons why corporates the 


INDIA-BORN Nirdosh Reddy, 45, who 
runs a quality consultancy, ANAAR, in the 
US, is one of the best known quality 
consultants today. BUSINESS TODAY'S 
Sreenath Sreenivasan spoke to the 
Michigan (US)-based Reddy: 


On the global image of Made-in- 


image-building as opposed to the 
need to improve our processes. 

On what TQM is: 

TQM has become a buzzword. To me, 
itis a way of becoming more compet- 
itive globally. | don't think there is an 
American ora European model; there 
is only a universal model. 









On the universal model: 
Basically, it is respect for потап 


India: 
These days, | hear less and less talk 
about the need 
for public rela- 
tions exercises or 


world over are adopting quality 
practices furiously is the changing 
demands of global customers. 
Ominously for India, these changes 
threaten to erode the few competi- 
tive advantages that the country 
does enjoy at the moment. For a chill- 
ing example, look no farther than garments and shoes, 
which are India's second-largest and fourth-largest 
exports respectively. Intent on servicing fast-changing 
fashion needs, international marketers now insist that sup- 
pliers of these products slash delivery times from three 
months to two weeks. And translate new designs instantly 
into finished products with no defects. 

Since mass customisation—the power to manufacture 
unique products in batches of one without compromising 
on Costs, speed, or product standards—is the goal of every 
quality programme, Indian corporates are, naturally, find- 
ing themselves unable to compete with European and 
American manufacturers who are using these practices to 












"Many firms 
undertake to create 
quality. Few have 
actually reached 
quality leadership” 


JOSEPH M. JURAN 


47 

Industry, 
government, 
bureaucracy, and 
agriculture will have 
to change” 


RAHUL BAJAJ 


accommodate the deviation. In this obsession with get- 


ting things right the first time, it is not the existence, but the 
quality of India's quality processes that will matter. Total 
quality is no longer a choice, but a foregone conclusion 
Global corporations are today using the tools of qual- 
ity to improve not only their products and practices, but 
also the way in which they implement quality. Ergo, cor- 
porate India will soon be compelled to compete on how 
well its quality practices measure up to those of its rivals 





“All our competitive “Quality exists only 


advantages will 
shrink. Only the 
quality factor will 
expand” 

P. CHIDAMBARAM 


Former Union m 


in pockets. A 
revolution must 
spread across the 
entire country" 


ARUN MAIRA 





beings. Are we really using the full 
potential of our, and our suppliers’, 
employees? Or are we merely using 
them as a pair of hands? Most of the 
time, ме are telling people to do as we 
tell them instead of asking them to use 
their brains. 

Whatever output we get is really 
the output of a process, which is a 
sequence of doing things. The tradi- 
tional mindset says that output is pro- 
duced by people; so, we hold people 
responsible if things go wrong. But in 
this new way, we need to be saying 
what is the process by which this par- 





Points out Anil Sachdev, 40, managing director, Eicher 


Says Srinivasa Rangan, 43, an assistant profe 
Boston-based Babson College, who is worl 
Harvard Business School professor, Michael P 
project to identify and strengthen the country’s 
tive advantages: "Quality, along with the eff 
duction and productivity, will be the most criti 
for the survival of Indian industry.” Adds Sati: 
chairman, Samtel Groi Indian 
same situation as American industry wa 
= Japanese invaded their ma 
the mid-1970s. It 
ticular output is created? If the output tation of quality that will рї 
IS not satisfactory, we need to ask mpetitive edg: 
Where is the process breaking down? Not to 
Where does it need to be improved? empts t iprove just t 
The third issue is more respect for the product, the total quality 
customer. That is absolutely essential tion must span ent 
On the government's quality ns, affect 
objectives: from manufacturing 
The government's role should be to rom design | 
get this new philosophy into many human resources 
more public sector units. They can ment—that constitute: 
then start making money instead of activity. Im] nted ¢ 
being a drain on the country's reso- from suppliers througl 
urces. The same concepts can also be turers, marketers 
applied to the government itself right down t iste 
& Е. А „2. forge a continuous chair I 
Р 43610 
2 
РВАСТІСЕ ОЕ ТОМ CUSTOMER ORIENTATION 


Consultancy Services: “Quality is a threshold limit and a 
qualifier In itself, it is no longer a competitive advantage , 

What, then, can save us? Мо! all the mantras of global 
isation. Not the most Strategic of restructuring exercises 
Not a scrupulous adherence to core competence. Not 


| downsizing, not delayering, not diversifications. The 







ş truth, simply, is that India needs а quality revolution. Not 


reform, buta revolution \ sudden and cataclysmic explo- 
sion of quality, extending across departments and func- 
tions, across corporates, across industries, across busi 
jess. And, ultimately, across the rubric of the country— 
cluding the state, society, and the individual 





5.67 


3.37 


I 

© 

© 3 

a , 

Md Б ~ 

ind LE 
со 
с» 

F | 


ЧАР. GER. 8' US TAL THA. ЈАР. $' US GER. TAL THA. 


PORE PORE 


т Rating on a 10-р! scale 
Rank out of 41 


m Rating on a 10-pt scale 
Rank out of 41 





LZ 














“M y agenda would "Formal systems of “Quality isa “Those who cite 

be quality leadership quality will be threshold limit anda cultural roots for 

in government, needed to sustain qualifier. It is no non-quality are 
business, and excellence as well longer a competitive treating it as an alibi 
education" as to grow” advantage” for something else” 
PHILIP B. CROSBY ANIL D. AMBANI ANIL SACHDEV RAJENDRA S. PAWAR 


Quality a MD, Reliance Industrie СЕО, Eicher Consultancy ), NIIT 






























all of society. Agrees Rahul Bajaj, 55. chairman, Bajaj exists only in pockets. For a revolution to happen, it must 
Auto: “India’s integration with the global economy is a spread across the country." Fortunately for India, small 
foregone conclusion. The economy, including all its com fires are already burning in pockets across the country 
ponents—industry, government, bureaucracy and agri And sparking off these revolutions is the conviction— 
culture—will have to gear for change born of results—that quality haies an Sh pe GLOGDO T E 
Laying down formal systems, organisation-wide fora company 
quality must detail all the steps that go into effecting REDUCING THE COST OF QUALITY: Unknown to CEOs, hidden 
improvements, creating a roadmap for the journey even to the eve of most demanding auditors, poor quality 
towards quality: TOM. in the language of the practitioner. | issuckingaway corporate profits. Consider the amount of 
says Anil D. Ambani, 35, managing — z в -— SS 
director, Reliance Industries: "For 1 ü з 
nal systems of quality will be need Quality Is Vital’ 
ed to sustain and manage excel 
ence as well as to grow over a реп AS the chairman of the International  nisation so that you can not only com 
od of time." Adds Hrishikesh Matat } Chapter of the Amencan Society for pete globally but also control your 
al, 40, managing director, Matatlal Quality Control for the past 10 years, costs. TQM is actually nothing more 
ndustries: "Quality must be inte- and as a consultant on quality control than. commonsense principles. The 
grated into business strategies, with for IBM Navin Shanyi Dedhia, 52, is one basic failure is that many organisa- 
the larger involvement of all emp of the prime movers of global quality tions do not adopt these principles 
oyees to exploit its full benefits." Excerpts from ап interview with On India's quality objectives: 
What India needs, therefore, is BUSINESS TODAY'S Sreenath Sreenivasan [һе only way India can achieve eco- 
a national quality revolution, firing nomic superpower status is by inte 
every enterprise that is engaged in On the importance of quality: grating the basic principles of quality 4g 
business. Explains Arun Maira, 51. Itis vital for getting a competitive edge in each and every activity. India also 
the US-based vice-president of the both by winning awards and by impl- needs increased. commitment by 
global consultancy corporate ementinga quality cultureintheorga- upperlevel management. What is 
Arthur D. Little: "Today. quality L - - Huet. 


money your company spends on the inspection of fii 


PRODUCT LIABILITY TIME TO INNOVATE 
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ished products to make sure that they conform to specs 
Add the sums spent on repairing and recalling defective! 


products froin customers, and compensating them. And} 
you have the total cost of poor quality, which, according 
to the Bombay-based Qimpro Consultants, is as high as 2% 
per cent of the Indian manufacturing sector's turnover. | 
One example. Senior managers at steel-make? 
Mukand reckon that Rs 160 crore out of its annual turnové 


of Rs 640 crore is drained away as the cost of poor qualif 


5.88 


Since Mukand dot s practise M, the figure is certain to 


WB Rating on а 10-pt scale W Rating on a 10-pt scale higher for corporates without quality initiatives. Acc¢ 
1 
EEE ameter 6 ing to Arthur D. Little's Maira, the figure for the coun 
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|, passenger-car industry alone could be as high as 40 per 
сеп! of its output. 

4 Quality practices, however, will shift the focus from 

te hspection to prevention of errors, eliminating the need 

$ for the expensive testing of your products as they roll off 

| the assembly line. Instead, by reworking your manufac- 
turing processes to forestall the problems that generate 

' defects, you will cut your cost of conformance drastically. 
And since defect-free products will mean no customer 
complaints, the costs of repair and compensation will fall, 
impacting on your bottomline dramatically. Says Leonard 
D'Costa, 40, director, corporate human resources, Taj 
Group of Hotels: “If the cost of poor quality is not higher, it 
is only because the level of competition is still low.” 
CUTTING OPERATING COSTS: Pivoting around the purging of 
wastage, quality movements will burn away product 
inventories, unnecessary raw materials, and superficial 
Jabour. They will force your purchase department to order 
only as much as required. They will compel producers to 
aake only what customers need, when he needs it. Best of 
all, they will enable you to analyse your processes and do 
things quicker, better, and without error-corrections. 








Corporates like Bombay Dyeing are proving the 
principle by generating amazing savings on the shopfloot 
A simple quality practice 
coloured flecks in the final output of fabric by modifying 


the design of the shopfloorslightly to permit the inspection 


eliminating 65 per cent of 


of open bales of cotton—has 
resulted in savings of over 
Rs 3.6 crore a year. Small as 
they are, hundreds of such 
projects will add up to jaw 
dropping savings. Says Pan 
kaj Ghemavat, 35, professor 
Harvard Business School 
Since India is starting off 





with poor standards, quality 


| IMPACT: Quality | will pay off for almost all cor 
L 


in personal life | 


porates in the short term.” 

SLASHING EXPANSION COSTS: 
Adding a new plant every time you want to increase you! 
output is an anachronistic assumption in the quality era 
For, adopting quality practices are bound to compel you 
to re-examine your work processes and discover hidden 
__. capacities that were lost beneath 





layers of inefficiencies. When trac 


necessary is backing by the govern- 
ment; government initiatives to 
increase quality awareness and initi- 
ate a quality movement. If you look 
at countries like Japan or Korea, they- 
got the big push from the government. 
Indians need to be trained to realise 
that they must respect the customers. 
Оп India's quality efforts: 
Quality efforts are under way in big 
industry. The main struggle is with 
ет: апа smallscale industries, 


which don’t have the resources to 
implement том and are struggling. 
Only if the government, big industries, 
and nationaHevel quality organisations 
come together can they help them. 

On national differences in quality: 
All the developed countries are all 
well-versed in the understanding of 
quality and its principles. Next 
come the developing countries, like 
India or Brazil. The underdeveloped 
countries are struggling with the 
very definition of 
the word and its 
principles. 


tormaker Mahindra & Mahindra 
M&M) decided to triple its capacity 
from the current 36,000, its quality 
consultants, Lucas Engineering 
eliminated a redundancy level of 
50 per cent in its manufacturing 
practices simply by relaying the 
M&M'S 
capacity shot up by 11 per cent 
Says P.R. Telang, 48, deputy general 
manager, M&M 


shopfloor. And effective 


"TOM results have 
crossed our expectations 

Part of the quality imperative 
will also be the compulsion to 
crush design, production, and mar 





keting cycle times. This, in turn, will 

mean redesigning processes for 
fast, economic usage, leading to a reduction in the costs of 
adding new capacities. Poised to pour in crores of rupees 
into new plants, corporates will generate several benefits 
by building in quality programmes from the very begin 
ning. Says Pradip Khandwala, 54, director, Indian Institute 
of Management-Ahmedabad — (IIM-A It is not that 
corporates did not know about quality. However, only 
now have they started recognising the value of generating 
profits from it." 
INCREASING PROFITS: At the heart of the quality revolution 
will be the necessity to listen to customers and to meet theii 
expectations in order to generate customer satisfaction 
The realisation that quality is not conformance to internal 
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standards, but to the parameters 
set by the customer will immedi- 
ately ensure that every product and 
service that your corporate 
designs, manufactures, and deliv- quality 
ers according to the customer's 
specifications will be successful National 


As studies across the world show, Y. Chang, 39 


satisfied customers will always pay the concept of 


a premium. Analyses management 
guru Mrityunjay Athreya, 53: "The 
200-million-strong middle-class is 


improvement 


willing to pay a premium for quali- 
ty today. And 50 million of them 
will buy even if the price is high 
because the quality is exclusive 

A chemicals manufacturer like 
Gujarat Heavy Chemicals has used 


customer satisfaction through quality to boost business 





Including its soda-ash buyer Gujarat Guardian in its quali 
ty implementation drive, Gujarat Heavy Chemicals has 
reworked the 
Guardian's precise specifications. Not only has this cut 


product attributes to meet Gujarat 
costs on the shopfloor, Gujarat Heavy Chemicals’ superior 


product is now attracting other customers, whom the cor 


“As we move from 
an environment of 
shortages to that of 
surpluses, the quality 
imperative is crucial” 


JANAK MEHTA 


“Quality must be 
integrated into 
strategies, involving 
all employees to 
exploit it fully” 


H. MAFATLAL 


MD, Mafatlal Industries 


improvement and 
examiner for the Malcolm Baldridge 


Quality 


continuous 
Excerpts 
intervieu with BUSINESS 


Sreenath Sreenivasan 


On TOM in government: 
The focus in governments and public 
agencies has been more internal than 





porate can satisfy without additional investments. Points 


out Jahar Saha, 51, professor, M-a; "Earlier. quality was 
what the engineer said. Now, itis what the customer savs 

DEVELOPING A CORE COMPETENCE: Besides the benefits on 
the balance-sheet, one major gain from quality will be 
strategic. For, the hallmark of qualitv management is that 
being enterprise-wide, it can be imported across corpo 
rates, industries, and business categories. And that will 
enable the country's business houses to build quality asa 
of skills that a 


corporate can fox usoninorderto gain А ‹ ompetitive edge 


core competence—a unique bundle 


over rivals in any line of business 


After all, business success tomorrow will emerge from 


"Quality Isn't A Hobby' 


A CALIFORNIA (US)-based 'xpert on 


external. People in organisations 


senior worry more about what is going on 


internally than focusing on their 


ward, Richard purpose for being there. The purpose 


1 firm believer іп in this case is to service society 


quality jut the whole concept of quality 
the philosophy of 


understand 


from on management 


TODAY'S saying you need to 
people's needs and expectations and 
then align vour business systems 
and people to meet those needs— 
has traditionally not happened with 


governments 


the knowledge-base of workers captured in todav's 


processes and systems. Ensuring that the knowledge base 


| is all about quality will enable Indian corporates to win 


whatever be the industry segment they enter in response 
to emerging opportunities. Declares K.K. Nohria, 54. man- 
Attractive quality— 
will have to be built 


aging director, Crompton Greaves 


exceeding customer expectations 


"О 

псе реор!е 
practise quality, they 
take the concept 
with them wherever 
they go” 


ARUN BHARAT RAM 


ice-chairman, SRF Group 


“The only 
bottleneck is that 
there is not enough 
pressure from the 
Indian customer” 
ASHIS NANDY 


Cia! DSyCI 








basic needs of the people are not met. Therefore, top man 
agement finds it difficult to motivate workers 

Ata second, more fundamental level, it will compel a 
of us to inject quality into our own lives before we take it ! 
the workplace, Reasons Arun Bharat Ram 
chairman and managing director of the SRF Group: “Опсе 
people practise quality, they take the con ept with then 
wherever they go: at home, in society. This way, it i 
entrenched in all spheres." If India is to reinvent its image 
as a pr ducer of indifferent goods, societal transtormatior 
isa precondition. While every culture strives for perfect 
it also sets up barriers to change that must be torn down 

Sure, Japan's selftransformation from a producer of 


en s а shoddy goods into the world's best 


manufacturer is a role model. But 











On problems in remember: Japan's quality quest 

TQM: began with a fierce determinatioi 

A high propor- among her people to be the best 

tion of empl- Argues R.S. Pawar, 42, CEO 11 

oyees and exec- the president of the India Qualit 

utives believe Foundation: "Japan's culture ha 

that the princi- discipline, which they used effe о 

ples, elements, tively to achieve quality. Those wh: - 

and components cite cultural roots for non-quality ar = 
On governments and TQM: of TQM are solid business manage- really treating it as an alibi for some c 
The government is a humungous ment systems and approaches. thing else - 
bureaucracy created over long peri- However, the main problem is that It is precisely that something им 
ods of time. You don't expect to be companies are viewing TOM as а else—the lack of ademand for qua = 
able to shift it overnight; it could take hobby—a programme, an extra thing lity—which only a quality revolu » 
three or four terms of office. to do—rather than integrating it. tion can overcome. Ironically 


India's tryst with total quality begar 








soon after Indepe ndence. In 1947 








to develop quality as a core competence.’ Walter A. Shewhart, the world's first quality guru, visite 
Pause, for a moment, to contemplate the power the country to lecture on quality improvements under th« 
behind the paradigm of quality as a core competence. aegis of a committee on 
Y Postulating that quality can be made the basis for every Statistics, Standards and 
activity in daily life, it suggests that society itself can be Quality Control, set up by the 
transformed by the quality revolution. For Indian society, Council of Scientific and 
quality will wreak a transformation that will force it to | Industrial Research 
examine, first, its own efforts at maintaining and improv- The intervening years 
ing standards. A quality revolution will help cleanse the have blown the dust of obliv 
inefficiency, the indiscipline, and the immorality that ion over Shewhart's seminal 
characterises our government and our mediocre past. lectures. Only now, in the 
Avers quality guru Philip B. Crosby, 68: "My recommend- | spring of 1995, will quality 
ed agenda for India would be quality leadership in gov- once again become a formal 
ernment, business, and education." discipline in this country 
The driver, of course, must be business. At one level, a with the IIM-A incorporating it 
quality revolution will spark off a consumer movement, as a course in its business management programme 
needling consumers into an awareness of their rights and tomorrow's managers. Could there be a more strategic 
forcing business to invest in quality. Says social psycholo- moment for CEOs across the country to write their mani 
^ gist Ashis Nandy, 48: "The only bottleneck for quality is festos for the metamorphosis? To unleash a total qualit 
that there is no pressure from the Indian customer. That is revolution, let the mutiny against mediocrity begin. Now 
what has kept the quality movement at bay for so long." H^ NA YR SAI 
Adds Rajiv Gupta, 40, president, Matflow Systems: “The R ВА \ Коү & Сн 
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bee as it may sound, governments and 
quality revolutions have, historically, gone hand in 
hand. If it was Emperor Hirohito who helped initiate 
Japan’s quality revolution—with the Deming Prize 
acting as a catalyst—it was a drive by the US govern- 
ment—and the creation of the Malcolm Baldrige 
Award in 1978—that triggered off America’s drive to 
regain its global competitiveness. What kind of a role, 
then, does business see for government in the quali- 
ty movement in this country? BUSINESS TODAY invited 
сп President Subodh Bhargava to face off with Union 
Commerce Secretary Tejendra Khanna on an issue 
that is critical for tomorrow. 








DILEEP PRAKA 


SH 


BUSINESS TODAY: Мг Bhargava. 
Mr Khanna. Almost a year ago, we at 
BUSINESS TODAY felt that quality would 
be the competitive imperative for 
postliberalisation India in the sec- 
ond half of the 1990s. That is why we 
decided that our third anniversary 
special in January 1995 would focus 
on this long-neglected issue. One of 
the critical factors that our initial 
research identified was that in most 
countries—Japan, the US, Ger- 
many—the role of government has 
been critical in catalysing the quality 
movement. That is why we wanted to 
bring the two of you together to 
debate this issue: shouldn't the 
government enact and implement a 
national quality policy? 

Bhargava: | believe that the role of 
the government should be to create a 
conducive environment for quality, 
giving the nation and business а set of 
policies that are incentives for what 
we should achieve. The real role is in 
the hands of industry. Through liber- 
alisation, which has resulted in com- 
petition, the government has created 
a marketplace that will force industry 


to be efficient, focuson the customer, 
and on quality. If this quality drive is 
to don a national character, then the 
quality of the governments own 
working, its processes, and the 
leadership which it provides in the 
political, societal, and administrative 
arenas must improve. You see, the 
government's role is to create both a 
push and a pull for industry to focus 
on quality. While the push is liberali- 
sation, the pull must be improved 
government efficiency. And, as a role 
model, the government should stop 
promoting bandhs. 

Khanna: Undoubtedly, there is a cry- 
ing need for the government to 
upgrade the quality of its in-house 
decision-making processes, the way 
it conducts itself, and to achieve a 
higher degree of resource-use effi- 
ciency. At some levels of business- 
government interface, there is valid 
criticism that governmental attitudes 
have still not changed. І feel that this 
attitudinal change is one of the key 
things we have to bring about. But I 
do not feel that the state should take 
a lead role in fostering quality here as 


The government's role is to 
create both a push апаа pull for 
industry to focus on quality. з 
While the push is liberalisation, - 
the pull must be improved 
government efficiency" 










SUBODH BHARGAVA 
PRESIDENT, CONFEDERATION OF INDIAN INDUSTRY 


it did elsewhere. The quality move- 
ment has spread. There is high aware- 
ness in industry. 

Having said that, I believe that the 
government can play an active role in 
certain ways to add momentum to 
the process. One is by effective con- 
sumer protection. Once we have laid 
down standards of product safety, we 
must enforce them. And those who 
do not comply should be taken to 
task. The second is in the area of gov- 
emment procurement. When the 
government buys goods, it should 
ensure that whatever specifications 
are set out are fully complied with in 
terms of quality. In addition, we must 
ensure that our exports conform to 
global quality levels. This can be 
done by inspections and by taking to 
task those who try to pass off substan- 
dard goods. That is why І said, some 
months ago, that people who ship 
such products should be sent to jail. 
Bhargava: My only difference of 
opinion with you is that whatever you 
said about sending exporters to jail 
should also be true of the domestic 
market. | agree that the environment 


[ do not feel that the 
state should play a lead 
Ш role in the quality 
movement. But it 
can play an active 
part in some ways" 





does not call for the kind of role that 
the government played in the quality 
movement in Japan or the US 
However, we have to look at two 
things. A buyer has a responsibility 
but we cannot get away from cus- 
tomer education either. And the con 
sumer movement is one which the 
government must support. Industry 
hasan equal role to play in educating 
customers about quality, technology 
and safety. 

Khanna: That is the third dimension 
in addition to the industry dimension 
and the government dimension 
Making the Indian consumer more 
quality-conscious is extremely imp- 
ortant. Consumer awareness will go a 
long way in bringing quality defects 
to the notice of the authorities and 
compelling producers to be more 
stringent. We have excellent non 
governmental organisations; let us 
provide them with funds to create 
consumer awareness and create 
consumer courts, where complaints 
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At QMI we not only help get you the ISO 


| | | 9000 certificate, but also help you to retain it by 
I ; l building a strong culture of Quality in your 
| | organisation. 

Started in UK, in 1974, ОМІ is one of the 


world's oldest organisation offering training 
and consultancy in TOM and ISO 9000. It isthe 
\ \ | | THOUT only institution in India that offers IQA/IRCA 
registered courses for both Lead Assessors 


and Internal Auditors. QMI also has the most 


experienced faculty for TQM and ISO 9000 
training and consultancy, including world 
famous names such as: 

* James Pyle - Chairman ISO Working Group 


* Dr. Y Kondo, Japan's for fore most Quality Guru 
* Genechi Taguchi * Graham Wilson - 
* Madhav Mehra * Dr. Y. Tsuda 

IS * Chuck Aubrey * Tony Bendell. 


YOUR 150 9000 


QMI can expedite your ISO 9000 certification 
process through it's state of the art programmes 
viz: 


€ 15O 9000 - what's in it for you? 

€ Integrating ISO 9000 with Company's 
Strategic Plan 

€ Integrating ISO 9000 with TOM 

® Integrating ISO 9000 with BPR 

€ internal Auditors Course (IRCA/IQA 
approved) Regn No. R 234 

9 Lead Assessor Course (IRCA/IQA 
approved) Regn No. A 5700. 














TQM - TO RETAIN 150 9000 


To ensure that you never lose your certificate 

QMI shall institutionalise a culture of Total 
Quality in your organisation through following Ё 
programmes: 


€ Business Transformation through TOM 
® World Class Leadership by integrating 
AN ALMOND WITHOUT KERN EL TOM & Business Process Reengineering 
€ Providing the urge for Excellence and 
ensuring Total Employee Involvement. 
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INTERNATIONAL 
107, Madhuban, 55, Nehru Place, New Delhi -110019 


| Phone:011-6421668,6479243. Fax: 011-6442071 Telex:031-71053QMIIN LEAD ASSESSOR COURSES z 
` | Phone: Bombay -6108582, 6246186. Fax :022-6108582. 


Calcutta -294537,294610. Fax :033-290647 е з pee eee 
`. | Nasik 65919, Nagpur: 536621, Bangalore: 3336191, Madras: 416171, tne 
| Pune: 621298, Trichy: 33469, Coimbitore: 80290, Baroda :321675, Bambay 16-19 March 95 


e [ Hyderabad: 620199, Lucknow: 77551, Bangalore |. — 6-9 April 95 











і You can get 
500 recognitions 
today by 
spending Rs 500. 
Only credible 
recognition can 
7 create 
motivation” 


SUBODH BHARGAVA 





can be received and producers of 
poor quality goods are indicted. 

Another issue is the quality of the 

way our people organise them- 
selves—the efficiency of resource- 
use—and at the individual level, how 
you conduct yourself. Itis recognised 
that the quality of workmanship 
vitally depends on the quality of your 
life. Traffic rules in this country are 
violated with impunity. Unless civic 
values are built into the pattern of our 
lives, we will find that as consumers 
or producers, goods will tend to be 
shoddy. And we will not achieve the 
national excellence in quality that 
we are looking for. 
Bhargava: | have a different point of 
view. What about the difference in 
traffic between Delhi and Bombay? | 
don’t think there is any problem in 
our pedigree vis-a-vis quality and 
systems. But our personal interface 
breaks down the moment we come 
to an institutional interface. Ulti- 
mately, it is a question of creating an 
environment which promotes an 
attitude of discipline. 

We have, unfortunately, under- 
stood freedom asthe right tostand in 
the middle of the road without car- 
ing. about our obligations to safety. 
This whole definition of freedom has 
to be changed to an attitude of disci- 
pline and conformance. We need to 
think about a change in our attitudes 
and to accept conformance as a part 
of life. This will come through 
enforcement, penal measures, and 
outstanding recognition to motivate 
the right practices. 

What the government also needs 
to do is to delicense the entire eco- 
nomy. Second, it must create a regu- 
latory mechanism both in terms of 
norms as stipulated and enforced. 
Third, the government should be a 
role-model as a buyer of quality 
goods and as a supplier of quality ser- 
vices. Finally, there must be institu- 
tions or laws to promote quality. We 
have asked for the creation of a 
national quality council. The govern- 
ment needs to announce a credible 





name as the chairman of the council. 
Unfortunately, a decision on this is 
still pending... 

Khanna: We discussed the subject 
recently at a meeting chaired by the 
Cabinet Secretary. The question was 
whether this function should be 
given to the Bureau of Indian 
Standards or whether it should be 
shifted to an autonomous body. We 
have recommended that it should 
be an autonomous body, consisting 
of professionals, industry represen- 
tatives, and international experts. It 
should be able to command interna- 
tional credibility on the grounds that 
itis outside the scope of any govern- 
mental interference. This recom- 
mendation has now gone back to 
theUnion Cabinet. Once the council 
is created, certification agencies 
and processes will be evaluated and 
accredited by it. Then, they will 
enjoy a higher level of acceptability 
worldwide. 

Bhargava: You can see that there is 
an identity of views between 
government and industry. We are all 
talking about an autonomous quality 
council, a separate role for the 
Bureau of Indian Standards on 
standards, and a separate role for 
someone else for certification. The 
role of the council will depend on the 
kind of leadership it has. If the leader- 
ship of the quality council is right, 
then it could perform the tremen- 
dous task of recognition. 

The government has been per- 
forming this task with low credibility. 
You can get 500 recognitions 
today by spending Rs 500. Only when 
recognition is given on an objective 
basis and by a credible agency will 
it create a high degree of motiva- 
tion for quality. Certainly, the 
Baldrige Award provides enhanced 
motivation, which business needs. 
This is the greatest role that the 
government can play in the quality 
movement. 

BUSINESS TODAY: Let us end on that 
note. Thank you both for joining us 
here this evening. e 


Making the 
indian 
consumer more 
quality 
conscious is 
important. And 
the government 
must do that” 
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AT&T raises a toast to our customers, thanks to whom 
we have been awarded three highly coveted, quality awards. 

The internationally acclaimed US Malcolm Baldridge 
National Quality Award was won by ATST Consumer Long 
Distance“. The prestigious Japan Deming Prize, from the 
people who gave quality a new meaning, for AT&T Power 
Systems*. And Taiwan’s National Quality Award, won by 
AT&T Taiwan Communications. 


Three Cheers. 





It’s all part of AT&T's commitment to help improve 
telecommunications throughout India and around the world. 
After all, with over 100 years experience and the unparalleled 
achievements of AT&T Bell Laboratories, we are the only 
company that designs, builds and operates complete, state-of- 
the-art communications networks worldwide. 

Our business is complex, but our vision is Р 
simple. We want to help bring people 
together, across India and around 


y 
| 
E 
the world. Anytime, anywhere. A 





* ATST Consumer Long Distance is the business of ATET Consumer Communica- 
tions Services. 


“ АТӘТ Power Systems is a division of ATST Microelectronics. 


ATST 


Mohan Dev House, 13, Tolstoy Marg, New Delhi-110 001, India. Phone: 91-11-3310513 


NETWORK SYSTEMS * MULTIMEDIA PRODUCTS AND SERVICES + GLOBAL INFORMATION SOLUTIONS * COMMUNICATIONS SERVICES 





Fiediffusion/Del/AT&T/T6994-BT 














Perceptions 


Of 
Quality 





= 
i 
> 
ш 
> 
= 
к» 
vi 








Í; a quality revolution brewing in India Inc.? To find 
out, BUSINESS TODAY commissioned the Bombay- 
based Indian Market Research Bureau (IMRB) to 
survey both CEOs and consumers. Conducted in the 
second and third weeks of December 1994 in 
Bombay, Delhi, Madras, Calcutta, Bangalore, and 
Hyderabad, these polls covered 58 CEOs, directors, 
and vice-presidents from firms employing more 
than 500 people in a cross-section of industries, and 
199 working males and housewives from middle- 
and high-income households. Collected through 
interviews, the data was collated and analysed by 
anIMRB team headed by project director Arun Joshi. 























Q. How important is quality in 
the day-to-day running of your 
company? 

Just a bit less than extremely impor- 
tant—which corresponds to 10 on 
the 1 to l0scale on which our respon- 
dents graded qualitys role in the 
scheme of things. The average score: 
8.5. Four per cent allot scores of 
lower than 5. Will they still be around, 
same time, next year? 





Q. What is driving your company 
to undertake a quality drive? 

All of the above. Rising consumer 
awareness and increasing competi- 
tion are worrying CEOs just a bit more 
than the others. But the scores seem 








to hint that marketshares may still not 
be under threat, but CEOs seem to be 
using quality drives as a pre-emptive 
measure. 





Q. How do you rate Indian 
quality today? 
Dead-centre. Nearly 85 per cent of 
our respondents rate it between 4 
and 7 on a 10-point scale. The mean 
score: 5. No CEO gives Indian quality a 
9 ora 16, but no one gives it a Т or Û 
either. Does that mean that though 
there is much scope for improve- 
ment, we haven't been doing too 
badly? Don't count on it. 








Q. Is our quality world-class? 

Oh dear. No less than 88 per cent of 
the CEOS polled admit that Indian 
quality is inferior to global quality. 
Clearly, the scores that CEOs gave 
Indian quality in reply to the previous 
query means not medium, but 
mediocre. Precisely the reason for 
unleashing a quality revolution. 




















SURVEY-3 








Q. When will Indian quality be 
truly world-class? 

Although we may not know it, a revo- 
lution may already be under way. Of 
the CEOs who rate Indian quality as 





inferior to global quality, a startling 
82 per cent think we will catch up 
with the world in the next 10 years. 
What do you call this: optimism, 
bravura, or the grim resolve of 
beleaguered business? Probably a 
realisation that Indian companies of 
the 1990s will have to shape up or 
ship out. 














Q. Are there any Indian products 
that are already world-class? 

Textiles, say nearly one-third of the 
respondents. Some of their other 
choices are, however, rather un- 
expected. While no one will dispute 
the contention that the Indian soft- 
ware industry isat par with the world's 
best, the choice of the automobile 
and electronics industries can only 
be attributed to the large number 
of foreign collaborations signed 
recently in these two industries. 





Q. How much time do you spend 
on quality yourself? 

Quite a lot. The largest chunk—29 
per cent—comprises CEOs who 
spend the largest number of hours 
every week working on quality: 10 
hours or more per week. 





THE CONSUMER POLL 


Q. How do you rate Indian pro- 
ducts vis-a-vis foreign products? 
A string of surprises. The consumer 
reveals an unequivocal belief that 
Made-in-India products are as good 
asany in the world. As many as 68 per 
cent of all respondents state that 
Made-in-India quality is the same, or 
even superior, to foreign quality. 
Only five per cent of the consumers 
pooled feel that Indian quality is 
much lower than foreign quality. 

















The best way to a business associate's heart 


is through his wife. ) 


Show us a happy wife and 


we'll show you a happy man. 


Indeed, what better way to 
win your associate over than to 
send hima novel gift that will be 
truly cherished, for years on end, 


by his entire family. 


La Opala crockery, for instance. tea-sets, dinner sets... even coasters and ashtrays. 
Gift La Opala. For once, your corporate gift will 
Exquisitely crafted opal glassware. With be truly heartwarming. 


delicate floral motifs, in soft pastel shades, ona 


unique, pearly-white translucence. ۸ CONA 


You can choose from a wide array of items: OPAL GLASS TABLEWARE 
casseroles, snack plates, pickle jars, coffee mugs, It’s the їтртеё$51оп you make 


Available in sets and single pieces, between Rs 100 and Rs 3000. If required, your company's logo can 
be printed on the items. For more information, please contact: La Opala Glass Limited, 
12A Camac Street, Calcutta 700 017. Phi: 2421740/6847, Fax: 2478051. 


CONTRACT.LO. 104.94 





О. Has your company applied for 

ISO certification? If you haven't, 

then why not? 

Among our CEOs, 60 per cent have not 

applied for Iso. The two principal rea- 

sons: no relevance to the company’s 

business, and no significant gains 

foreseen from the certification. A ] 
small minority—nine per cent—is of 
the opinion that the time and effort 

required to get the company certified 

is simply not worth it. 





Q. What does an ISO certificate 
mean to you? 

Quality and customer satisfaction is 
what the three letters suggest to 
almost half our CEOs. Which is true, 
out certainly not the full truth. 





Q. How does quality improve- 4d 
ment affect product costs? | 
The bottomline. While 53 per cent | 


see product costs falling with a rise in 
quality, 19 per cent see no impact at 
all. A significant number of cEOs—17 
per cent—anticipate large cost 
increases if quality is improved, 
That's food for thought, but not 
quality kind. 





of a 











THE CONSUMER POLL 


Q. Which Indian products do you 
rate as world-class? 

Consumers agree with CEOs on this 
one. Thirty-six per cent of the 
respondents mention textiles as one 
category where India can stand tall. 
Tea and electronics too feature on 
the consumers’ list. but cosmetics 
make a surprise entrance. Obviously, 


the herbal appeal is a Strong selling 


proposition that Indian industry can 
take on the world with. 
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DAEWOO. THAT’S WHO. 


Now in India. DCM Daewoo Motors Ltd., 
bring you world class vehicles. 
Creating waves... around the world. є ГА DAEWOO 


TRADING e FINANCE e US $ 34 BILLION TURNOVER e NO. 33 ON THE FORTUNE 500 e PRESENT 





XCHCELLENCE 


THERES | › NO BETTER WAY WE CAN EXPRESS OURSELVES! 


We couldnt find one word that would 
effectively sum up all our strengths, so we 
had to coin one - TECHCELLENCE. 

A word to express our excellence in 
technology. A word that would convey 
what we deliver - an edge in cornpetitive 
manufacturing. 

Proneers inhard metal technology, we 
started out with German knowhow. And 
improved upon it till we became the best 
in India. 

. Today, there is virtually no field of 
production that we are not involved in. 

ourname stands synonymous with: 
- Total customer satisfaction 
- World class quality 
- Technological leadership 
- Totalemployee involvement E 
- Breakthrough solutions à 
And constant innovation to ensure that 
we maintain and deliver that leading 
edge. 

An edge that has made us the market 
leaders in hard meta! technology. An 
edge we call- TECHCELLENCE. 


Г ТРЕЯ 


For further details Fax ; 91 080 8394708 
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OULD you bag the Baldrige? Sure, Indian com- 
panies can’t compete for the three-part solid crystal 
stele, standing 14 inches tall and containing an 18- 
carat gold-plated medal, that was instituted by the 
US Congress in 1987 to honour American corpora- 
tions. But it is the Malcolm Baldrige National Quality 
Award that symbolises the highest standards of 
total quality management today. Filling in the 
Baldrige form subjects every company to a rigorous 
self-audit, allowing it to assess how its quality pro- 
gramme is really doing. So, benchmark your quality 
practices against the toughest criteria in the world if 
you want to turn into a world-class company. 




























NOW THAT ICED. 
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YOU'RE SUPPOSED TO MAKE 
SUPERFICIAL STATEMENTS 
ABOUT HOW GOOD THE 

COMPANY IS, THEN HOPE 
SOMETHING LUCKY MAPPENS 
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THE TEST 


The Maicolm Baldrige 
National Quality Award 
Examination Criteria 
evaluates the seven 
critical steps in attaining 
global quality standards, 
dividing them into four 
categories: driver, 
systems, results, and 
achievements. The driver 
comprises the first 
parameter: Senior 
Executive Leadership. 
Systems comprise the 
next four parameters: 
Information and Analysis, 
Strategic Quality 
Planning, Human 
Resources, and 
Management of Process 
Quality. Results refer to 
the sixth parameter— 
Quality and Operational 
Results—and 
achievement to the 
seventh: Customer 
Satisfaction, Accordingly, 
the BQA Test too has 
been split into these 
seven criteria, which 
have been subdivided 
into 28 sections as per the 
specifications laid out for 
the 1994 Award by the 
National Institute of 
Standards and 
Technology in the US. 


Can You Win 





1. LEADERSHIP: 95 points 


This category examines your company's senior executives’ personal leadership and 
involvement in creating and sustaining a customer focus, and clear and visible quality 


values. Also examined is how quality values are integrated into the company’s 


management system, including how the company addresses its public responsibilities 
and corporate citizenship. 


1.1 Senior Executive Leadership: 45 points 
Maximum per question: 5 points 


Are the senior executives of your company personally and visibly 
involved in planning for quality? 


Are they playing an effective role in creating and reinforcing a customer 
focus and quality values? 

Are they involved in setting quality goals and expectations, and do they 
plan accordingly? 

Do they involve themselves appropriately in reviewing the company's 
quality performance? 

Do they involve themselves appropriately in reviewing the company's 
operational performance? 

Do they involve themselves appropriately in recognising the 
contribution of their employees? 

Do they use the company's customer-focus and quality values as a basis 
for communication within and outside the company? 

Do they regularly reinforce the company's customer-focus and quality 
values with managers and supervisors? 

How well are they evaluating and improving the effectiveness of their 
personal leadership and involvement? 


1.2 Management For Quality: 25 points 


Maximum per question: 5 points 


апааа 


1.3 Public Responsibility & Corporate Citizenship: 25 points 


How effectively do managers translate your customer-focus and quality 
values into day-to-day management? 


How effectively is the company’s customer-focus and quality values 
communicated throughout the workforce? 

How effectively is the quality and operational performance of the 
company and its work units reviewed? 

How effectively do managers assist units not performing according to 
quality plans? 


How well does the company evaluate its managers’ effectiveness in 
reinforcing the company's customer-focus and quality values? 


Maximum per question: 5 points 


апааа 


How effectively does the company include its responsibilities to the 
public in its quality values and practices? 


Does the company consistently succeed in meeting its operational 
requirements and/or review its targets? 

How effectively does the company integrate possible impacts on society 
of its products, services, and operations into its planning? 

Does your company lead as a corporate citizen, and does it effectively 
promote ethical conduct in all that it does? 

Can your company demonstrate its performance improvement in 
addressing public responsibilities and corporate citizenship? 
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The Method 






2. INFORMATION & ANALYSIS: 75 points You must award your 
This category examines your company’s scope. management, and use of data and company points on seven 
information to maintain a customer focus, to drive quality excellence, and to improve major parameters, 


operational and competitive performance. subdivided into specific 


sections and into 
individual questions, 
each with its own 
How effective a role does data relating to customers play in improving TT assigned maximum 
quality? i | points. For instance, 
How effective a role does data relating to products and service [ Leadership carri 
performance play in improving quality? | points out of the tota 
How effective a role does data relating to supplier performance and 1,000 points, with 
operations play in improving quality? Executive Lead jud 
How effectively does the company assure reliable, consistent, and rapid performance i 
access to data throughout the organisation? points. 50, the nine 


How effectively does the company review, update, and align data with questions used to 
i ? quen А 
process improvement plans? evaluate Senior Executive 


2.2 Competitive Comparisons & Benchmarking: 20 points Leadership carry 5 points 
Maximum per question: 4 points 


2.1 Scope & Management Of Quality & Performance Data: 15 points 


Maximum per question: 3 points 





апааа 





NIE Assign your compan 
‘How effectively are the needs for seeking competitive comparisons and Ta score of between " 
benchmarking data determined? 


How effectively are the criteria for seeking competitive comparisons and | | 

benchmarking data from within and outside the industry determined? d 

How effectively is this data used for improvements in product and MEE 

service quality, customer-service, and supplier performance? | 

How effectively is the information used to improve understanding of | 

processes, encourage breakthrough approaches, and set stretch targets? i dx ; ant 

How effectively does the company evaluate and improve its processes г | score or eaen sarton : er 

for selecting and using this data to improve planning and performance? each parameter to derive 
the total score for that 

r .3 Analysis & Uses Of Company-Level Data: 40 points parameter. 


aximum per question: 4 points 


on each of thesen 
questions. Add upt the 


in each section to 
the total score for that 
section. And add up the 


u BEBE 


How effectively does the company analyse the customer-related data = 
aggregated with other data, such as financial data and analyses? p 


How effectively is this analysis used to develop priorities for providing Е a ] 
| 
E] 


BH: 











prompt solutions to customer-related problems? 


How effectively ís this analysis used to determine customer-related 
trends to support reviews, decision-making, and long-term planning? 


How effectively does the company analyse the quality and operational [е ] 
performance data aggregated with other key data and analyses? | 

How effectively is this analysis used to develop priorities for making | | 
improvements in products, services, and operations? 


How effectively is this analysis used to determine operations-related DEN 
trends to support reviews, decision-making, and long-term planning? | 





How effectively are product and service improvements related to 
changes in financial performance to support decision-making? 


How effectively does the company evaluate its analysis to support [Ки 
improved data-selection? 


How effectively does the company evaluate its analysis to support 
improved integration of data? 





How effectively does the company evaluate its analysis to support 
shortening of the analysis-access cycle? 
































3. STRATEGIC QUALITY PLANNING: 60 points 
This category examines your company’s planning process and how all key quality and 
operational performance requirements are integrated into overall business planning. 
Also examined are the company’s short- and long-term plans, and how plan requirements 
are deployed to all work units. 





3.1 Strategic Quality & Performance Planning Process: 35 points 
Maximum per question: 5 points 


How effectively do the company’s business plans for quality and 
customer satisfaction leadership consider customer requirements? 


How effectively do these plans consider the projections of the a 
competitive environment and the element of risk? 

How effectively do these plans consider capabilities like human resources [^c 
for addressing new requirements or market leadership opportunities? 

How well do the company's strategies address realignment of work 

processes to improve customer-focus and operational performance? 

How well do the company's strategies address improvement in | | 
productivity and cycle time, and reduction in waste? 

How effectively are plan needs deployed to work units and suppliers, | 
ensuring alignment of work unit plans and committed resources? 


How effectively does the company evaluate its planning, deployment of 
plan needs, and reception of planning inputs from work units? 





3.2 Quality & Performance Plans: 25 points 


Maximum per question: 5 points 


Do the company’s plans for products, services, and markets include = 
quality requirements to achieve leadership and performance needs? 
Does the company’s short-term plans include key needs and operational Г Е 


п 
performance indicators deployed to work-units and suppliers? 
B 
о | 


Do these short-term plans commit resources to key needs like capital 
equipment, facilities, education and training, and new recruitment? 


Does the company have plans for how principal long-term (over 3 years) m | 


quality and operational performances will be addressed? 
B Do the company's two-to-five-year projections of quality measures and 





E operational performance incorporate comparisons with competitors? 





4. HRD & MANAGEMENT: 150 points 1 
This category examines the key elements of how the workforce in your company is 

enabled to develop its full potential to pursue the company’s quality and operational 
performance objectives. Also examined are the company’s efforts to build and maintain 

an environment for quality excellence conducive to full participation and personal and 
organisational growth. 


wk ve STUDLED THE 
JAPANESE MODEL 

AND DECLOED TO COPY 
TREIE GEST PRACTICES 


4.1 Human Resource Planning & Management: 20 points 


LONG : A r А 
RM Maximum per question. 5 points 


TERM 
INVEST 
ING? 


КАМОК: | How effectively do the company's human resource plans build in 


development, training, empowerment, flexibility, and rewards? 

How effective are the company's improvement of personnel processes 
such as hiring, personnel actions, and service to employees? 

How effectively does the company evaluate and improve its human 
resource planning and management using employee-related data? 


How effectively does the company align human resource planning and 
management with company strategy and plans? 
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4.2 Employee Involvement: 40 points 
Maximum per question: 10 points 


How effectively does the company promote ongoing employee 
contributions to improvement in quality and operational performance? 


How effectively does the company improve employee empowerment, 
responsibility, and innovation? 


How effectively does the company evaluate the effectiveness, extent, 
and type of involvement of employees? 


What is the level of the effectiveness and extent of employee 
involvement achieved by the company, as measured by key indicators? 


4.3 Employee Education & Training: 40 points 
5; Maximum per question: 5 points 


| 
| 
| 
| 





How effectively does the company assess needs for quality education 
and training for employees, taking into account their different needs? 


How effectively does the company link quality education and training of 
employees to its short- and long-term plans? 


How effectively does the company seek employees’ inputs and use them 


‘to determine employees’ needs? 


How effectively does the company ensure delivery and on-the-job 
reinforcement of quality and related education and training? 


How effectively does the company relate on-the-job performance 
improvement to key quality improvement targets and results? 


How effectively does the company ensure quality-related orientation for 
new employees? 


How effectively does the company evaluate and improve its quality- 
related education and training? 


What is the level of the effectiveness and the extent of quality-related 
education and training as measured by key indicators? 


_ 4.4 Employee Performance & Recognition: 25 points 
: -Maximum per question: 5 points 


| 





4.5 


How effective is the company’s system of reward or performance 
measurement for individual and groups, including managers? 


How effectively does the approach ensure that quality is reinforced 
relative to short-term financial considerations? 


How effectively are employees involved in contributing to the 
company’s employee performance and recognition approaches? 


How effectively does the company evaluate its employee performance 
using employee participation and employee-satisfaction information? 


What is the level of the effectiveness and extent of employee reward 
and recognition as measured by key indicators? 


Employee Wellbeing & Satisfaction: 25 points 


Maximum per question: 5 points 


| 


| 


How effectively are the employee wellbeing factors such as health, 
safety, and ergonomics included in quality improvement activities? 


What degree of special services and opportunities is made available to 
employees to enhance work experience and support wellbeing? 


How effective are the company’s methods of determining employee 
satisfaction? 


How closely do the factors for which satisfaction is determined relate to 
employee motivation and productivity? 


What is the level of the effectiveness and extent of employee wellbeing 
and satisfaction, as measured by key indicators? 
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According to some | 


experts, networking 
increases productivity. | 


re 

















Youll probably find the 








oldest networking system in 


the animal kingdom. Hive - 






fuls of bees communicate 
through means like wing 


- movement to work together 





more productively. 


in telecom we were the first 





(private sector company to bring 
networking to India. To help you work 
together, more productively. 

For example, our network in 


69 locations for SAIL integrates all 





d ` their operations to result in greater 
‘efficiency. 
Of course, we have more to offer 
to SAIL and the rest of our clients. 
Like one of the best after sales 
D service networks in the country, the 
| latest. upgradable technology and 


better telecom solutions. 


Better telecom solutions. Singe 18 





No wonder, we have a lion's 


share of the market with 6300 
Electronic exchanges and over 
26 communication networks. Our 
clients, incidentally, include the 
cream of the industry - like ONGC, 
ISRO, ANZ Grindlays, The Hindu, 
DOE, Army Signal Corps, etc. 

In telecom the law of the jungle 


prevails - only the fittest survive. So to 


BPL SYSTEMS 























continue to lead the pa 


we plan to  introduc 





bi-tech products like Cellular. .— 
and Paging Services, Fax Mail 
Voice Processing Systems and. u 


Digital Answering Machines. | 





Which means our clients’ 
hives should soon be buzzing with 
even greater productivity. 


If you'd like more information ^ 





on. our products or services please 





fax/write to us at : BPL Systems 


ар mpi! 





6 Projects, 1/1, Palace Road. 








d 


Bangalore 560 001. Fax: 2257735. 





Business Communications : Ne 
Digital EPABX, Digital KeyTelepbone — 
Systems, Facsimilie Machines, Voice 
Communication Networks, Voice 
Processing Systems. 

Consumer Telecom : / 

Push Button Telephones, Answering § 
Machines, Home EPABX; 
Telecom Services: 
Cellular Services, Paging Services, 
VSAT, Video Conferencing. 
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THE SCORE 


1.1 Senior Executive 
Leadership 

1.2 Management 
For Quality 

1.3 Public 
Responsibility 

& Corporate 
Citizenship 


1, LEADERSHIP 

































2.1 Scope & 
Management 

Of Quality & 

Performance 

Data & information Ш 
2.2 Competitive 
Comparisons & 
Benchmarking 

2.3 Analysis & Uses 
Of Company 

Level Data 

2. INFORMATION 

& ANALYSIS 


3.1 Strategic Quality 
& Company 
Performance 
Planning Process 
3.2 Quality & 
Performance Plans 
3. STRATEGIC 
QUALITY 
PLANNING 


5. MANAGEMENT OF PROCESS QUALITY: 140 points 





This category examines the key elements of process management in your company, 
including the design, management of day-to-day production and delivery, improvement 


of quality and operational performance, and quality asséssment. The category also 


examines how all work units, including research and development units and suppliers, 
contribute to overall quality and operational performance requirements. 


5.1 Design & introduction Of Quality Products: 40 points 


Maximum per question: 8 points 


BEBBH 


How successfully does the company translate customer requirements 
into product and service design requirements? 


How successfully does the company translate design requirements with 
operational performance needs into production or delivery processes? 


How successfully does the company coordinate and integrate designs to 
include all phases of production and delivery? 


How effectively are the product and production designs validated, 
taking into account performance, process, and supplier capabilities? 


How effectively does the company evaluate and improve designs, and 
design processes for improvement in quality and cycle time? 


5.2 Product Production & Delivery Processes: 35 points 
Maximum per question: 5 points 


BHEHBHH 


How closely does the company track and maintain key processes, their 
requirements, and quality and operational performances? 


How successfully does the company determine the cause of out-of-control 
variations, make corrections, and integrate them into the process? 

How effectively does the company analyse processes to achieve better 
quality, cycle-time, and operational performance? 

How effectively does the company make use of benchmarking 
information for process improvement? 

How effectively does the company make use of alternative technology 
and process research and testing for process improvement? 


How effectively does the company use information from customers— 
within and outside the company—for process improvement? 


How effectively does the company make use of stretch targets for 
process improvement? 


5.3 Business & Support Service Processes: 30 points 
Maximum per question: 5 points 


BHHHBBH 


How closely are the key business and support service delivery processes, 
their requirements, quality, and operational performance maintained? 


How effectively are the processes analysed and simplified to achieve 
better quality, cycle-time, and operational performance? 

How effectively does the company make use of benchmarking 
information for business and support service process improvement? 
How effectively is alternative technology, process research and testing 
made use of for business and support service process improvement? 
How effectively is the information from customers made use of for 
business and support service process improvement? 


How effectively does the company make use of stretch targets for 
business and support service process improvement? 






























5.4 Supplier Quality: 20 points 


Maximum per question: 5 points 


How effectively does the company communicate its quality 
A requirements to the suppliers? 


How effectively does the company determine if its quality requirements 
Dn are being met by suppliers and feed back performance information? 


How effectively does the company evaluate its procurement processes, 
c using feedback from suppliers to make improvements? 


How effective are the current actions and plans to improve suppliers' 
ability to meet key quality, response-time, or other requirements? 


5.5 Quality Assessment: 15 points 


Maximum per question: 5 points 


y How effective is the company's method of assessing the quality of its 
systems and processes, and of products and services? 


ME How effectively does the company ensure the quality of measurement 
WE and the adequacy of the documentation of processes? 


How effectively does the company act upon its assessments to improve 
products and services, supplier requirements, and processes? 


6. QUALITY & OPERATIONAL RESULTS: 180 points 


This category examines your company's achievement levels and improvement trends in 








quality, operational performance, and supplier quality. It also examines your company's 
current quality and operational performance levels relative to those of competitors. 


6.1 Product & Service Quality Results: 70 points 


Maximum per question: 35 points 


NE What is the level of the quality of products and services with reference 
ЖАЙ to factors that predict customer satisfaction and quality in customer use? 


l What is the level of the quality of products and services in comparison to 
competitors in the key markets, industry averages, and world leaders? 


6.2 Company Operational Results: 50 points 


Maximum per question: 25 points 


What is the level of the quality of operational performance with 
reference to productivity, efficiency, and financial parameters? 


What is the level of the quality of operational performance as compared 
to competitors in key markets, industry averages, and world leaders? 


6.3 Business & Support Services Results: 25 points 


Maximum per question: 12.5 points 


What is the level of the quality of the company's business and support 
services with reference to productivity, cycle time, and costs? 


What is the level of the quality of business and services as compared to 
competitors in key markets, industry averages, and world leaders? 


6.4 Supplier Quality Results: 35 points 


Maximum per question: 17.5 points 


M What is the level of the quality of the company's supplier performance 
with reference to the parameters described in Section 5.4? 


M What is the level of the quality of supplier performance as compared to 
competitors in key markets, industry averages, and world leaders? 
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"MEN 7. CUSTOMER FOCUS & SATISFACTION: 300 points 





З ain and product performance to support this determination? 
ommitment gain and p р рр а 


How effectively does the company address future needs taking into 
account competitors’ customers, and changing market segments? 


E G How effectively does the company evaluate and improve upon its 
tisfaction processes for determining customer needs and expectations? 


Determination 

pA Customer 

Sagsfaction Results 7.2 Customer Relationship Management: 65 points 

7. ustomer Maximum per question: 5 points 

Satisfaction 

Comparison How successfully does the company translate its key requirements for 
7. CUSTOMER maintaining and building relationships into key quality measures? 
FOCUS & How effectively does the company set service standards upon these key 


А " quality measures? 
SATISFACTIO! 
5 N How effectively are service standards deployed to customer-contact 


employees and to other units supporting customer-contact employees? 


How effectively is service standards system performance tracked, with 
reference to the level of expectations set, using quality measures? 


ИШ How effectively does the company provide information and easy access 
Ml to enable customers to seek assistance, comment, and complain? 

How effectively does the company follow-up with customers on 
products and services to seek feedback and to help build relationships? 


How effectively and promptly does the company resolve formal and 
informal complaints and feedback received by all units? 


ity Results This category examines your company's relationships with customers, its knowledge of 
Do uer customer requirements, and of the key quality factors that drive marketplace 
ompany ee competitiveness. It also examines your company’s methods to determine customer 
ational Results satisfaction, the current trends, and levels of customer satisfaction and retention, and 
us. & Support these results relative to those of competitors. 
ces Results 
hupplier 
ity Results me 7.1 Current & Future Customer Expectations: 35 points 
6. QUALITY & Maximum per question: 5 points 
OPERATIONAL 
RESULTS A How effectively does the company determine current and near-term 
requirements and expectations of customers? 
7.1 Customer в | How effectively does the company select customer groups or market 
$ i segments with reference to potential and competitors' customers? 
i: EDEN 
Expectations: How effectively does the company collect information and assure itself 
Current & Future MI of the objectivity and validity of the information? 
7.2 Customer How effectively does the company determine specific product/service | 
Relationship features and their relative importance to customer groups? ay 
gement | ИШ How effectively does the company use data such as customer loss or [| ч 





с 


How effectively does the company address the issue of selection factors 
and career paths for customer-contact employees? 


How effectively does the company address the issue of special training 
and empowerment for customer-contact employees? 

How effectively does the company address the issue of employee- 
satisfaction and recognition for customer-contact employees? 

How effectively does the company evaluate and improve its customer 
relationship management by enhancing relationships with customers? 


How effectively does the company use these evaluations to improve 
service standards, access, and customer-contact employee training? 


ARE YOU TRULY — 277 
FOCUSED ON Тп 


How effectively does the company use customer information to improve 
service standards? 


LELLE 
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7.3 
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7.4 


Maximum per question: 3 points 


Commitment To Customers: 15 points 


How successfully do the company's commitments to its customers 
address the principal concerns of customers? 


How effectively are these commitments kept free of conditions that 
might weaken customer confidence? 


How clearly and simply are these commitments communicated to the 
customers? 


How effectively does your company evaluate and improve these 
commitments to match customer expectations? 


How effectively are customer feedback, performance improvement data, 
and competitors’ commitments used for this purpose? 


Customer Satisfaction Determination: 30 points 


Maximum per question: 3 points 


How effectively does the company determine customer satisfaction 
ensuring the validity and objectivity of its measurement scale? 


How effectively do the company's customer satisfaction measurements 
capture key information that reflects their likely future behaviour? 


How effectively is customer satisfaction level compared and determined 
to that of competitor's by using company-based comparative studies? 


How effectively is customer satisfaction level compared and determined 
to that of competitor's by using independent surveys? 


How effectively does the company ensure the validity and objectivity of 
company-based comparative studies and independent surveys? 


How effectively does the company evaluate its measurement scales of 
determining customer satisfaction? 


How effectively does the company evaluate its measurement scales of 
determining customer satisfaction relative to that of competition? 


How effectively does the company improve upon the measurement 
scales for determining customer satisfaction? 


How effectively does the company make use of indicators like customer 
gain and loss in this improvement process? 


How effectively does the company make use of customer dissatisfaction 
indicators like complaints in this improvement process? 


7.5 Customer Satisfaction Results: 85 points 
Maximum per question: 42.5 points 


What levels of customer satisfaction for the company's products and 
services do the findings indicate? 


What levels of customer dissatisfaction for the company's products and 
services do the findings indicate? 


7.6 Customer Satisfaction Comparison: 70 points 
Maximum per question: 35 points 


What levels of customer satisfaction for the company's products and 
services relative to those of competitors do the findings indicate? 


k What levels of gains or losses of customers or customer accounts, and of 


marketshare, has the company made relative to competitors? 














THE ANALYSIS 
0-200 Points: 

You certainly aren't 
fooling 

Irrespe 


services, your compa 
iri 


strategic p ( 
As the CEO, you k 
what you have 











тене as 
H 
i 
i 


and the О ty. 


500-700 Points: 


Your com 


| 





Е 


Г 
{ 
i 


global 
your self- 





| overestim 
quality ре 


complete custome 
But if you a 











hou 


India is on the 
threshold of its most 
vigorous economic 
growth. 


It’s a capital 
opportunity for | 
the country’s largest 
financial institution. 
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24 he key words for India's industrial 


future are ‘international competitiveness 
To compete in the era of liberalisation 
industries will need to be international 
in size, in product quality and in outlook 
And one organisation in India bas 
both the financial resources and skills to 


catalyse this transformation — IDBI 


India's premier financial institution 


| @ Largest development financial institution in India 
| Tenth largest in the world 

e With 30 years of leadership, IDBI is uniquely 

positioned to meet the emerging opportunities in 

core sectors like power, petroleum, infrastructure 


4| tourism and telecommunications » 


e Highest credit rating obtained by an Indian borrower 
for an international debt issue (BBB+ by Japan Bond 
Research Institute) 

e Highest volume of forex funds mobilised for Indian 
industry from the US, European and Asian capital 
markets amongst al! Indian banks and financial 

| institutions. 

The tenth largest development bank 
in the world, IDBI bas an asset base of 
more than Rs 34,000 crores, a capital 
adequacy ratio of 13.4%, and enjoys the 
highest international and domestic credit 
rating amongst all Indian corporate 
borrowers 

It also bas a remarkably healthy 
bottom line, with a compound annual growth 


rate of 27% in loan sanctions and 30% 


in pre-tax profits over the last 5 years 


Industrial Development Bank of India 


IDBI Tower. Cuffe Parade, Bombay 400 005 


The pillar of India's economic strength 
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; NETWORK SYSTEMS e MULTIMEDIA PRODUCTS AND SERVICES è GLOBAL INFORMATION SOLUTIONS « 


We dedicate these awards to our customers, whose 
support has won us three highly coveted international quality 
awards. The US Malcolm Baldridge National Quality 
Award, the highest accolade in the world of telecommunica- 
tions, won by AT&T Consumer Long Distance", 

The prestigious Japan Deming Prize, for AT&T Power 
Systems*. From the people who gave ‘quality’ a new meaning. 

And Taiwan’s National Quality Award, to AT&T 
Taiwan Communications, 

We accept these awards on your behalf, with a promise 
to reach even higher standards of excellence in telecommuni- 


cations and computer equipment. 


We're honoured. 


Its all part of AT&T's commitment to help improve 
telecommunications throughout India and around the world. 
After all, with over 100 years experience and the unparalleled 
achievements of AT&T Bell Laboratories, we are the only 
company that designs, builds and operates complete, state-of- 
the-art communications networks worldwide. 

Our business is complex, but our vision is simple. We 
want to help bring people together, across India and around 
the world. Anytime, anywhere, 


* АТЄТ Consumer Long Distance is the business of AFET Consumer Communi- 
cations Services, 
* АТӘТ Power Systems is a division of ATST Microelectronics. 
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AT&T 


Mohan Dev House, 13, Tolstoy Marg, New Delhi-110 001, India. Phone: 91-11-3310513 
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@ SUNDEEP KHANNA & ABHIJIT ROY 


ATCH a glimpse of the future, beyond the final 
frontier of quality management thought, circa 1995. 
Meet an organisation unlike any you have ever 
imagined. The Metaquality Corporation. Its structure: four 
layers. One doing work, one improving work, one improv- 
ing the way work gets improved, one improving how 
improvements to how work gets improved get done. All 
employees are members of all four layers. That is, it is an 
organisation whose every employee has the capability to 


observe his own—and his organisation’s—cognitive " 


processes, edit them, and constantly improve them. 
That's quality as management thought taken to its 
logical conclusion: Total Quality Management (TQM) at 





conceivable activity in an organisation, with the customer 
at the centre of all thoughts, processes, decisions. But TOM 
is also elusive, always tantalisingly out of reach. "Not only . 
in India, but in various countries all over the world, TOM is | 
a very misunderstood term," says quality guru Joseph M. 
Juran, 90. “All it means really is a collection of all the 
things that we must do to have quality leadership." Look, 
therefore, forthese common elements rather than chasing 
the quality flavour of the month. 

But forget the traditional management theories that 
you have been reared on until now. lt was the American . 
industrial engineer Frederick Winslow Taylor's work in 
the early 1900s—using stopwatches to conduct time-and- 
motion studies—which tried to optimise workers’ actions 
and tools to heighten productivity and created Scientific 


Managing The 
Total Quality 
Revolution 


Born on the shopfloor, quality management has been trz 


ormed into a 


framework for global business excellence that you ignore only at your peril. 





the end of its long and tortuous evolutionary process over 
the last seven decades. Yet, even as you say this, recognise 
that it is erroneous. For, TOM is, at the same time, both a 
goal and a path. Therefore, the quality journey is one that 
can never end. 

Eversince Walter A. Shewhart, a physicist at AT&T's Bell 
Laboratories in the US, gave birth to the management 
science called Quality in the 1920s by importing statistical 
concepts from agricultural research into manufacturing 
systems, gurus have been regularly mapping the territory 
they have been covering in their quest for quality. While 
the number of routes to total quality have proliferated, the 
high roads can be separated from the dead-ends by 
checking for the characteristics that every authentic qual- 
ity roadmap must possess. Mathematically, the addition of 
these characteristics is TOM. 

In essence, of course, TOM is easily defined: taking 
quality out of *the shopfloor to encompass every 











Management. Quality—as it spreads from the shopfloor ^ 
throughout the organisation and develops from being an 
inspection-and-measurement technique to a global 
view—will ensure that Scientific Management does not 
survive into the next century. 

Actually, the fuse of the quality revolution was lit when 
W. Edwards Deming, a disciple of Shewhart, introduced a 
clever twist to his teacher's theory of checking for quality 
by shifting the statistical checks from the inspection to the 
inception stage. Statistical Quality Control (SQC), deve- 
loped by Deming in 1951—and refined by Juran, who was 
Deming's colleague at Western Electric—asks engineers 
to identify controllable, and uncontrollable, errors while 
designing products and manufacturing processes. 

Controllable errors can then be removed, building, 
quality into the product. This was also, obviously, cheaper ' 
than manufacturing batches of products, checking for 
quality, and then, rejecting faulty products. Deming's 
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methods were used in his native US in armament produc- 
tion during World War Il, but they were forgotten in the post- 
War buoyancy of the US and European markets that ren- 
dered quality a rather irrelevant issue in the eyes of industry. 

It was only in 1980 that an NBC television film—//Japan 
Can, Why Can't We?—awakened US industry to the exis- 
tence of a fellow-American who had taught its competi- 
tors quality, and after whom Japan had named the highest 
prize it awarded corporates. And Juran’s work had 
expanded Deming’s theories even further, taking quality 
out of the manufacturing processes and across the organ- 
isation: from leadership styles to 
choosing suppliers. It was he who 

broke down Total Quality 

Control (TQC)—a term original- 
ly developed by Armand 
Feigenbaum—into qual- 
ity planning, quality con- 
trol, and quality 
improvement. 

While Deming and 
Juran were orchestrating 
the Japanese quality 
revolution in the 1950s 
and 1960s, Philip B. 
Crosby was working his 
way up the quality 
department of the Ameri- 
can conglomerate, ITT. In 
1979, he leftirTto set up a 
quality consultancy and 
published Quality Is Free, 
which argued for the 
abandonment of non- 
specific definitions of 
quality in favour of mea- 
surable targets. Crosby's 
training as a doctor influ- 


Spearhead The 
TQM 
Movement 
Personally 


As the CEO, you must 
commit personal time, 
company resources, 
and senior managers to 
lead quality. Establish a 
quality vision and 
translate it into mission 
statements and targets 
for individual 
employees. Don't just 
participate; be 
involved 
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enced the development of his basic beliefs: that quality is 
zero defects—complete conformance to defined para- 
meters, and not acceptable quality levels—and that 
quality is achieved by prevention, not appraisal. 

Of course, the Japanese had already hit the globe run- 
ning with Deming's and Juran's ideas. Once started, they 
began quickly developing their own improvements. Most .: 
ofthem invert traditional management thinking and force 
managers to confront bitter moments of truth. For 
instance, just-in-time (JIT—which was developed by 
Taiichi Ohno, Toyota Motor Corporation's vice-president, 
and Shigeo Shingo, an industrial consultant—is based on 
two revolutionary shifts in perceptions. 

It reverses the traditional workflow definition of 
supplier to manufacturing to customer, to customer to 
manufacturing to supplier. Instead of the manufacturer 
pushing production to the customer, the customer pulls 
production from the manufacturer. And every 
manufacturing process pulls inputs from the previous 
one. Two, JIT strips away all inventories: work-in-progress; 
finished goods; time-repeated processes or slow 


processes, such as manufacturing-die changes; even » 


purpose and knowledge inventories; one focused 
objective for every activity and no place for any 
knowledge not directly relevant to the task at hand. 
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Huge electronic databases are replaced by the tiny 
Kanban card that is an invoice, an inventory tracking 
device, and a re-order form, all rolled into one. So, the ulti- 
mate JIT organisation would be one where every customer 
specifies exactly what he wants as a product, and the 
whole work process—from mining ore to making the dies 
to painting the product—reorients itself instantly to 

" produce just that unique product within minutes. Science 
fiction? There is at least one cycle factory in Japan which 
builds unique products from.scratch and delivers them 
within 24 hours of the order being placed. 

One common perception about JIT is that it can be 
applied only to manufacturing. Nothing could be farther 
from the truth. Any business process, in any sort of busi- 
ness, can be made JIT to rip through enormous amounts of 
waste that the organisation may never have even noticed. 
But the key to successful implementation isto create a ring 
of suppliers, geographically close to the organisation, 
with their management systems all synchronised. 

Among Shingo's other signal contributions is poka- 
yoke, or zero defect, which must not be confused with 

, Crosby's zero defect. Poka-yoke recommends tracing the 
'cause of every errorto its root and redesigning the process 
so that it never occurs again. The most-quoted example: 
Toyota Motors changing its car headlight design so that the 
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headlight could not be 
fixed upside down. And 
again, this applies as 
much to, say, market 
research as it does to 
manufacturing. 

The other Japanese 
quality guru, Genichi 
Taguchi, in his theory of 
robust design, recom- 
mended identifying all 
the factors—what he 
termed noise—that 
could affect uniformity 
from product to product 
and their long-term 
stable performance— 
what Taguchi termed 
signal—at the product- 
design stage. Then, design 
engineers should cut the noise- 
tosignal ratio to the minimum 
possible. By developing the concep 
of a quality loss function, Taguchi also put a measurable 
monetary value to any deviation from quality standards. 

And the third of the Japanese quality troika is Kaoru 
Ishikawa, whose two principal contributions are the 
Ishikawa fishbone diagrams—which can be used to 
analyse all the possible causes of a particular problem— 
and the quality circle movement. Quality circles, again, 
invert traditional management thinking through bottom- 
up problem solving. Workers voluntarily form teams that 
attack problems, solve them, and attempt to continuously 
improve their processes. 

Teamwork. A word that runs like a litany through every 
ТОМ theory. Says Nirdosh Reddy, 45, the CEO of the Michi- 
gan (US)-based quality consultancy, ANAAR: "There are 
hundreds of documented cases where after finishing a 


Choose a small, 

but important, 
problem, and wield 
all your quality 
tools to develop the 
solution. And 
communicate the 
results all over. 
Prototype miracles 
can convert sceptics 
far faster than 
proselytisation 
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IT'S NO MIRACLE 
THAT 
MITSUBISHI 
CAN GIVE YOUR 
MARUTI 
A CLEANER 
CONSCIENCE. 


AVING Hi-tech is Cleantech. 
surpassed some of If you believe technology is affecting 
the most stringent 
cleanliness 
standards in the 


world, Mitsubishi's clean lubricating oil 


ecology, Mitsubishi believes technology 
alone can combat its effects. Hence, the 
prime focus is on earth-friendly oils. 


The high quality Japanese base oil 
now comes to India. Brought to you by 


Tide Water Oil Co (India) Ltd in 
technical collaboration with Mitsubishi 
Oil Co Ltd, Japan. So that your 

Maruti runs smoother with a cleaner, 
fuel-efficient engine that respects the 
environment. 


for this lubricant has the lowest 
sulphur content in India. This keeps your 
engine cleaner, thereby increasing its 
fuel-efficiency and reducing emissions. 
So with Mitsubishi Orbis Gran (for 
petrol cars) or Low Smoke 2T (for two 
wheelers), you care for your vehicle 


Energy efficient is 'earth-friendly'. as well as your environment better. 


That's why the Global Environment Think of it this way, a cleaner engine 
Committee at the Mitsubishi headquarters means greater mileage and cleaner air. 
in Tokyo is putting together Now your Maruti need not suffer a guilty 


state-of-the-art technology to maximise conscience any more ! 
energy efficiency and eliminate toxic 

pollutants. And now, these facilities are 

available to you in the Mitsubishi Oil 

range for two wheelers, petrol or diesel 

cars and heavy vehicles. 


Mitsubishi means excellence. 


In fact, this commitment has helped 

the Mitsubishi Group to be a leader in 
virtually every sphere. The only people 
in the world to process oils, brand 
lubricants and manufacture automobiles, 
Mitsubishi understands every single 
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requirement of your high performance 


vehicle. Technology for clean energy 
5 
ш 
Y 
3 
© 
в 
E 
o 

From TIDE WATER OIL CO (INDIA) LTD in technical collaboration with MITSUBISHI OIL CO LTD, JAPAN 


Registered Office : Yule House 8 Dr Rajendra Prasad Sarani Calcutta 700 001 Offices : Bombay * Delhi « Madras 








Set Up Systems 

To Support 

individual 
Initiative project as a team, | have 
asked the people: would | 
you like to continue to | 


Lay down stringent 
guidelines and 
checklists for each step 
of every process. Even if 
all your people leave 


work in a team or would 
you prefer to go back to 
the old way of working 


Р 7 у il 
tomorrow, operations alone? And without fail, 


must be continued by 
their replacements at 
the same error-free 
levels. Institutionalise 
initiative; don’t 
individualise it 


they say that they would 
like to be on a team. The 
problem lies in our man 





agement systems." 

In its ideal state, qual- | 
ity circles push authority 
the 
owners: the workers who 


down to process 
man the process, remove 
knowledge disparities 
between managers and 





workers, and empower 
every employee to develop 
himself to his fullest 
bilities. But Ishikawa was also the 

% first quality guru to insist, in 1949, that 
quality management had to start from the top and perco 


capa- 





late downwards to involve every employee 
The theories mentioned above are by no means all the 
possible approaches to total quality management; these 
are simply the most important paradigm-shifting mile- 
stones on the quality adventure until now. There are 
dozens of different quality techniques CEOs can sink their 
teeth into. Unfortunately, quality gurus and practitioners 
are a combative lot, ever willing to debunk the next man 
Add to that the undeniable truth that no one TQM 
prescnption is a panacea 
Each organisation operates with different types of 
people, in different markets, in different kinds of environ- 
ments, and has different levels of sophistication and matu- 











rity,” says Richard Y. Chang, 39, CEO of the California- 
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based quality consultancy, Richard Chang Associates 
"So, | don't see anyone—not Deming, Juran, Chang, any- 
one—as having the universal answer for everybody. 1 
think they just become guidelines that need to be shaped 9 
according to each organisation." 

Quality guru Philip B. Crosby, 68, who describes the so- 
called Japanese quality model as something that "exists 
mostly in the imagination of the media," agrees. "The 
Japanese are just like everyone else in that they struggle 
hard to learn how to get the right thing done right the first 
time and they work harder at it than most others,” says he 
"The media who write about quality have an embedded 


idea that there issome system that, if properly applied, will 





cause quality to happen. This is why there is so much 
emphasis on the Japanese model, TOM, ISO, Deming's 14 
points, Kaizen, and such. But the reality of managerial life 
is that there is no system for anything in management." 
There is, however, hope. All these theories can be divi- 
ded into six broad categories, which embody the 1: 
characteristics of TOM. And their order relates to the step 
changes in quality thought on its way to becoming a holis- 
tic theory covering every dimension of management. 
DEBUFFERING: Exactly what the name suggests. Check for 








buffers in your processes and brutally remove them to run 
a tighter shop. Of course, JIT is the most obvious example 
of debuffering, but if you delve further, you will realise that 
"Statistical Process Control slashes tolerance buffers; ТОС, 
by turning departments and functions into steps in a cross- 
functional process, cuts function or department buffers; 
and quality circles eliminate authority buffers 

“If you look back to the ancient days, when the artisan 
or craftsman used to make a product, they would try to do 
the best possible work because they knew that that was 
the only way they could sell to the customer," says Navin 
S. Dedhia, 52, the California-based chairman of the 
International Chapter of the American Society for Quality 
Control. "But mass production came, and people needed 
training because it wasn't their product anymore; they 
were just working for someone else. An important thing 
about quality, therefore, is shaping people's attitude so 
that they will always be willing to do the best work or 
service possible." The ultimate aim of a debuffering 
approach is to remove the buffer that stands between the 
worker and his work in his mind. 
SCIENTIFIC STYLING: These approaches use the Scientific 
Method developed by Roger Bacon, Rene Descartes, 
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m Just-in-time: moving goods, components, 
> and documents to the correct and useful 

place, only at a time when the movement needs 
to take place 

E Zero-defect: eliminating souces of error іп each task 
so that it is impossible to perform the task wrongly 

W Single Minute Exchange of Die: minimising machine 
set-up time through proper design of equipment 
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and Isaac Newton to satisfy the customer rat 
generate knowledge. Taguchi's theories are a prime 
example of this school. So is the quality approach terme 
total preventive maintenance which cuts equipment vat 
ation by systematising every maintenance function 
WHOLE WORKFORCE DEPLOYMENT: One of the most su 
cessful instances of these techniques is quality funct 


deployment. Developed in the Japanese auto industr 
involves translating customer wants into parts and |ы 
process specifications; then into manufactur E 


operation specifications; and finally into delivery 
vice specifications, linking up 
everything every 
employee directly to customer 


done by 


satisfaction. 

Another practice is 
policy deployment 
again a Japanese tech- 
nique, through which 
the entire 
shares in a company's € 


policy-making function Extend 
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ball, used in 
Japanese companies, Customers 


where one employee 
comes up with the ker- 
nel of an idea—what if 
don't 
have to fill up a single 
form?—and passes it on 
to others, each of whom 
reflects on the idea 
adds his own improve- 
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Export your quality 
practices to suppliers 
so that the components 
you use don't have to 
be inspected. Use 
customer tastes to 
determine your quality 
standards. Remember: 
quality must be 
practised on the 
shopfloor, in the 
kitchen. Everywhere 


our customers 


ments or Suggestions, 
thus generating a con- 
stant stream of quality 
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improvement ideas. Every idea—however absurd—has 
to be treated with respect. 

And the power of catchball can be appreciated from 
just one statistic. In 1986, Toyota 's employees, using catch- 
ball, submitted 2,648,7 10 suggestions. That is, 47.7 sugges- 
tions per employee. Or one suggestion per employee 
every 7.5 days—assuming every employee worked 365 
days a year. And Toyota implemented 96 per cent of these 
suggestions, breathtaking proof of the calibre of the work- 
force's ideas on the one hand, and the management's 
commitment to act on the insights of its people on the 
other. "TOM is basically respect for 
human beings; respect for the 

individual, says Reddy. 

"There is a massive underutili- 
sation of the potential 
that people have. Most of 
the time, we are telling 
people to do as we tell 
them instead of asking 
them to use their brains." 
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PROCESS ENGINEERING: 
Workers To These approaches 


refound the business on 
a flow basis, with cus- 
tomers directing the con- 
tent of the flow and com- 
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empower 


theories is a rejection of 
the Taylorian paradigm 
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process execution automation mechanises the daily, 
year-in, year-out execution of any business process. 

Process architecting takes a fresh look at every 
process in the organisation, drops unnecessary ones, 
puts in processes where there are none, and redesigns 
whichever are necessary to free processes from sequen- 
tial dependency on one another. "If you look at the way. 
organisations operate, a lot of things are run and driven 
by paper," points out Chang. "And yet, if things are 
based on information technology, you may not have to 
go through the three, four, or five different hand-offs. 
You may be able to trigger everything with just one 
hand-off.” But haven't organisations been hammering 
away at this sort of business process reengineering for 
years now? 

Yes and no. For, when a total quality company uses a 
process engineering approach, it counts the process of 
improving quality as a business process too. The princi- 
ples oftotal quality can be applied to the process of imple- 
menting total quality. So, a process engineering approach 
in a total quality organisation is a selfnourishing, self- 
perpetuating circular, yet constantly metamorphosing,; 
technique. Imagine a software package that automatical- 
ly evolves into the next version of that package over 
time—and keeps doing so. 
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ORGANISATIONAL TRANSPARENCY: Kansei, the Japanese 
word for sensitivity, is a set of techniques and techno- 
logies to get at emotional and unarticulated customer 
needs—1 want a car that makes me feel like a star—and 
building them into product design and customer service 
processes. Several Japanese companies have used 
transnational product development teams to get objec- 
‘tive insights into the customer psyche ina foreign country. 

That’s the easy part, because once a company starts on 
the Kansei path, it also needs to reorganise its internal 
dynamics to be sensitive to the same sort of feelings and 
aspirations that its own employees have. It needs to 
extend the personal touch to every employee to facilitate 
the unhindered emotional transmission that adds value to 
every transaction. As such, Kansei, one of the most 
powerful of quality management ideas, remains, toa large 
extent, confined to Japan. 

Honda Motors has used a concept called middle-up- 
down management with huge success to get out of the rut 
that any organisation falls into over time. When Honda's 
top managers began feeling that there was too much 
homogeneity of ideas, which was hampering innovation, 
they asked a new generation of employees—between the 
ages of 35 and 45, instead of between 45 and 55—to deve- 
lop a car. The result: the Honda Civic, one of the most suc- 











Measure And 


Verify The 
Effectiveness Of 


eae improvements 
cessful cars in history. 


COGNITIVE COMPETITIVE- 
NESS: As we know it, this 
is the final frontier. New 
technologies, the rapid 
pace of change, inter- 
national competition, 
and the use of quality 
practices themselves are 
making institutionalised 
continuous learning one 
of the basic success fac- 
tors for the 1990s. 

Meet quality manage- 
ment in its logically 
inevitable а-епсот- 
passing form. When 
organisations glide 
effortlessly through the 
data-information-knowledge- 
wisdom chain at every level, at 
every department, in every func- 
tion. When organisations become 
sel-perpetuating organisms of integrating individual, 
social, organisational memories, perceptions, and skills 
into quality. When every employee is a multi-disciplinary 
expert on exactly what the customer wants from the 
organisation. When perception capability becomes the 
competitive edge, not process capability. 

Konosuke Matsushita, the founder of Matsushita 
Electrical industrial Company, wrote an article, A Secret [s 
Shared, in the March 1987 issue of Peace, Happiness, And 
Prosperity. “We will win and you (the US) will lose. You 
cannot do anything about it because your failure is an 
internal disease... For you are not ableto rid your minds of 
the obsolete Taylorisms that we never had," he wrote. 

КІР. Scientific Management. Welcome to Total 
Quality Management. e 
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‘Quality 
Means 
Leadership’ 





Н. is one of the two founding fathers of quality— 
the other was his archrival, the late W. Edwards 
Deming—and its modern messiah too. With his 
trademark bow tie, Joseph M. Juran, who sparked 
off Japan’s quality revolution in 1954, is the world’s 
greatest authority on quality. While quality revolu- 
tionaries swear by his Quality Control Handbook, 
CEOs around the world are guided by his Quality 
Planning Roadmap. On the eve of his 90th birth- 
day—December 24, 1994—the evergreen champion 
of quality spoke at length to BUSINESS TODAY’s 
Sreenath Sreenivasan from his home in Connecticut 
(US). Excerpts from a rare interview: 


Dr Juran, how would you rate cor- 
porate India’s commitment to the 
theories and the practices of total 
quality management? 
Much depends on whether that term 
is even understood by Indian compa- 
nies. | think it isa very misunderstood 
term, not only in India but in various 
countries throughout the world. All it 
really means is a collection of all the 
things that we must do to have quality 
leadership. But the list has not been 
standardised... My opinion is that in 
the US, the best are the criteria in the 
Baldrige Award. 
Which of these criteria would you 
identify as the most important? 
First, senior managers must person- 
ally take charge of leading the 
change relative to quality. If they try 
to delegate that, they will not get 
good results. The second important 
factor is the training of the manage- 
ment hierarchy on how to manage 
for quality. Then, there is the idea of 
undertaking to improve quality on a 
revolutionary basis. Firms around the 
world have developed processes for 
control of quality, for stabilising 
things, preventing adverse change. 
But none of them has developed 
processes for creating beneficial 
change for improvements. Of course, 
in one sense, many companies have 
long had improvements—product 
development—which, іп other 
words, means increasing sales. So, 
that has been a strong area, espe- 
cially in companies that have an 
entrepreneurial element about them. 
But in the sense of reducing costs and 
improving processes—so that we do 


Sentor managers must 
take charge of leading 
the change relative to 
quality in organisations. If they 

™try to delegate that, they will 
not get any positive results” 








not take as long to meet customer 
needs—we have been derelict. 
There is a big opportunity there 
which has, as yet, not taken hold in 
the West. 

What are the most common mis- 
takes that quality practitioners 
usually make? 

I'll go back to my first point. If you 
don't have leadership from the top, it 
must come from the middle. That is 
very difficult as the major quality 
problems are all multi-functional and 
no one function can solve them. If 
the symptom of a problem shows up 
in Department A, and the cause may 
be Department A, B, and C, it takes a 
special kind of coordination to 
solve that. 

Failing that, someone in those 
departments needs to take the 
leadership, but he lacks the autho- 
rity. In other words, there is no legiti- 
macy for one function to go to the 
others. And say that we have this 
problem, let's put together a task- 
force to solve this. Because each of 
the other functions may say that this 
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is something we are not responsible 
for. Or that we are very busy. 

So, the volunteer who tries to do 
something is forced to beg, borrow, 
or Steal. It is made very difficult for 
him. That's why, often, it doesn't 
succeed. But if the leadership comes 
from the top, indicating that we are 
going to introduce annual quality 
improvements and all of us will have 
to include an allocation for spend- 
ing time on improvement. And we 
are going to identify what needs 
improving and that will become part 
of the company's business plan in 
the various divisions, it will be the 
duty of individuals. it won't be a 
matter of volunteerism; it will be 
mandated. 

Does TOM allow individual inno- 
vation? Or are the two mutually 
contradictory because of TQM's 
emphasis on systems? 

First, innovation is not a matter of 
allowing in TOM; it is mandated that it 
be done. There you have a problem 
that is not well understood. In the 
West, they define jobs—what are the 
responsibilities what are the 
duties—which is part of the rewards 
system. There is an annual review of 
the performance of individuals at 
which they look sideways at the 
description of the responsibilities of 
the job. Did he do other things that 
are set out in the job-description? 
This means that we have to enlarge 
the job-description to include 
improvements in quality. It has never 
been there before and must be 
included so that it has a legitimate sta- 
tus and is not just left to volunteers. 
How does a company achieve, 
perpetuate, and institutionalise 
total quality? ; 
One of the ways is to see to it that busi- 
ness plans are changed and opened 
to include annual quality goals. That, 
of course, means that those goals 
become part of the company’s 
business, and it must be determined 
how they are going to be met. Those 
goals are just a wish-list until con- 
vered into deeds. And that is what 





follows when quality goals are put 
into the business plan. 

Is it likely that the history of not 
having been forced to compete 
may have created a mindset in 
Indian companies that is opposed 
to embracing quality practices? 
How significant a hurdle could 
such a mindset present? 

Mindset is a very difficult thing to 
change. I think the official name is 
cultural resistance. And that's a very 
powerful force. It relates to the way 
people are brought up as children. In 
a place like India, you have a culture 
that, in many respects, has sharp dif- 
ferences with the West; to the point 
where many are absolutely mystified 
by some of them. Thev think they are 
superstitions. But they don't realise 
that some of the things that they do 
look likesuperstitions to people from 
India. Ànd, in some respects, the 
superstitions of the West are greater 
than the superstitions of the East. 

That applies fully to trying to intro- 
duce change in a company where 
you have numerous cultures. Pro- 
duct development engineers have a 
culture different from that of the 
finance people and the like. Each of 
them has been subjected to brain- 
washing, if you want to call it that. 
Each of them develops what anthro- 
pologists call a pattern of culture: a 
selection of beliefs and habits and 
practices, things they must do—the 
rituals—and the things they must not 
do—the taboos. 

Those elements of а culture 
developed for logical reasons: to cre- 
ate law and order, to explain mysteri- 
ous things, to defend society from 
adverse ideas. And because those 
elements have value, they are perpet- 
uated. So, the new children born in 
the village, or the new recruits in this 
department, are taught that this is the 
way we do things. And if thev don't 
accommodate them, things get very 
unpleasant for them. 

So, when new ideas are offered to 
that culture, even those benefits and 
ideasare goingto be examined to see 
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how much damage they do to the cul- 
ture, what price has to be paid in cul- 
tural values to accept these benefits. 
This is not understood well by man- 
agers. Yousee, theschool curriculum 
that managers attend—whether they 
are engineers or business school 
graduates or financial graduates— 
does not expose them to this concept 
of culture, which they will discover 
after they get out and try to introduce 
change in actual people. 

What can India do about the per- 
ception that the quality of its 
products are shoddy? 

The Japanese had exactly that repu- 
tation over here prior to World War Il. 
Japanese products were regarded as 
shoddy and, of course, our people 
would not buy them. Actually, their 
weaponry was competitive with the 
West's, but their civilian goods, 
which they exported to the West, 
were not competitive. 

So, after the War, when Japanese 
companies tried to convert to civilian 
products and tried to sell them, they 
discovered that they were handi- 
capped because of their national rep- 
utation for shoddy goods. When 
companies cannot sell products, that 
message goes directly to senior man- 
agers. So, they took charge for the 
purpose of making it possible to sell 
their products globally. 

So, it is possible to change per- 
ceptions about quality? 
Absolutely. But many Indian com- 
panies have already achieved top 
quality... 

Yes, several Indian companies 
have got ISO-9000 certification... 
Wait a minute. That is an entirely dif- 
ferent issue. Certification for 150-9000 
does not mean that a company has 
become a world-class company... It 
has merit, but what it tries to do is to 
define a system for control, not for 
improvement. Those are two very dif- 
ferent things, and you need both. 
Control is avoiding adverse change 
and improvement is creating bene- 
ficial change... 

Are you suggesting that ISO-9000 








can hamper quality? Is it actually 
doing that? 
It is, it is... That's exactly the danger 
and not just in India. In Europe, there 
has been clever selling done by the 
standards organisations. As | men- 
tioned, 150-9000 has some benefits to it. 
And the system is a sensible system 
and some very competent people 
were on the committee that pro- 
duced that system. But it is limited to 
control. 

It has reached the point where as 
a marketing matter, you have to Bet 
certified. You see, there is no legal 
requirement that you must be certi- 
fied. It is purely a marketing require- 
ment. So, the Europeans are all going 
to get certified. But that, by itself, will 
not bring them quality leadership. 
And | think that by the end of the 
decade, they are all going to have a 
big letdown. 
So, what do you tell CEOs about 
ISO-9000? 
1 tell them, okay, go ahead, and get 
that certification. And now that you 
have solved that marketing problem, 
get on with TOM. 
What kind of work on quality 
keeps you busy these days? 
In terms of consulting, | am pretty 
much off now. But I still have many 
things to do; a great deal of writing. 
There isa book on the history of man- 
aging for quality that ат working on. 
I'm really the editor and part-author. | 
also have my memoirs to write. 
You have a series of best-selling 
titles—including the much- 
acclaimed Juran On Planning 
For Quality—to your credit. 
What has been your most satisfy- 
ing work to date? 
| find it hard to answer that. The 
things that] have done overthe last 70 
years have included the usual mix- 
ture: a good deal of drudgery and 
some exceedingly inspiring things. 
Maybe I will be able to answer that 
question after | write my memoirs. It's 
been a wonderful life. As to what 
have been the peaks and the valleys, 
[haven't sorted all that out yet. e 
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the direction you desire. 

So if you are into financial services, education or telecommunications 
.... tourism, the utilities or distribution ... we'd like. you to, bring in 
your expertise and join it with ours. 

TISL is about teampower and expertise, the competitive edge and 
global orientation. 

So tie yourself to TISL. 


And free yourself with space. 
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If TISL sounds like the place of your dreams 
call Mr A J Issac or Ms Nisha Colaso, Human Resources. 


Tata Information Systems Limited, Golden Enclave, TISL Tower, Airport Road, Bangalore - 560 017. 


Tel: 5269299. Fax: 5263728. 
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obby of SAKAR 





AHMEDABAD. 


The back-bone of capital market. 
The corporate nerve centre of Western India. 





Located at Ahmedabad are 


COMPLEX. SAKAR m ЅАКАК II m SAKAR Ill. 
The trinity that brought in world class corporate lifestyle to 


^^ | Ahmedabad. While SAKAR Il and SAKAR III still have 
space for the TOP GUNS in business, the Bakeri group 


introduces two worthy sequels - the SAKAR IV & SAKAR V. 
LO E BY | WELCOME, once again. 
WAI -II OPT-IN ғ 












us ries Ltd. "Sanskrut", High Court Rd., Ahmedabad - 380009. Tel : 464441(10 lines ) Fax : (079) 428876. 
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The TQ 
Implementatio 
` [Interactive 





m TQM can be tough. As you roll out your 
total quality initiative, you must continuously moni- 
tor it on every front to ensure that the process is 
delivering the right results. Concentrate on plan- 
ning for quality but ignore infrastructure—and your 
TOM initiative will collapse. Allocate resources but 
forget to communicate with employees—and you 
will have a well-budgeted, but utterly ineffective 
ТОМ exercise. Is it any wonder then that over 70 per 
cent of the TOM initiatives in the world eventually 
fail? To ensure that your TOM implementation is 
really working, measure it not just in overall terms, 
but in each area covered by the TQM process. 
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THE TEST 
BUSINESS TODAY 
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jo IMPORTANT 
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wag RONTIVELY IMPROVE 
TU QUALITY ON ALL ACTION 










presents Organisational 
Dynamics Inc.'s TQM 
implementation checklist 
for CEOs. Devised by 
three American quality 
consultants, ¥.S. Chang, 
George Labovitz, and 
Victor Rosansky, it was 
first unveiled in their 


seminal tome 
Quality. Work 


taking 
-published 


by HarperBusiness and 
distributed in the country 
by Rupa & Co. This test is 
divided into 12 sections— 


which are further 


subdivided into 12 
zach 


discrete ste 


focusing on one critical 


module of the TQM 


programme and telling 
you the right thing to 
do. For a comprehensive 


appraisal of how 


effectively your TQM 
programme is being 
implemented, rate your 


progress on each of 


these 144 parameters. 


These scores can be 


used to plan your 


implementation better, 
evaluate priorities, or 


establish fresh 


baselines for future 


measurement. 





































Is Your TQM 


PLANNING 


How effectively does your organisation: 





u Gather and review data from its customers? 





Gather and review data from its employees? 





Ez E 


Gather and review data on its processes? 





Gather and review data from its political stakeholders? 








Align TQM data with business issues and organisational 
priorities? 





Feed back trends to key stakeholders? 





GAEE 
ac tJ ES ES) ES) C: ES) E] C] EE 


Develop a plan to achieve short-term TQM goals? 


i 


nm 


g Develop a plan to achieve long-term TQM objectives? 





Assign accountability for implementing the TQM plan? 





Develop ways to measure the success of the TQM 


10 implementation? 





ЕЙ Establish a TQM review process? 











2 Revisit the TQM plan to identify needed changes and 
document results? 
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DESE 


LEADERSHIP & COMMITMENT 


How effectively does senior management: 


Work together as a team to create the organisational 
mission vision, values, and implementation strategies? 








Become educated in TQM? 





Train others in the organisation in TQM? 


із 


BD Become a visible spokesperson for TQM? 





Visit other locations in your organisation to see how 
TQM is working? 

Reinforce TQM through rewards, recognition, and 
promotions? 





Maintain close and direct contact with key customers? 





Пп Create an empowering environment? 


Make decisions and require others to make decisions 
based on data? 





Hold managers accountable for implementing ТОМ? 





IER Listen to the voice of employees? 
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IF Take ownership for key process improvements? 
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Plan Work 


` INFRASTRUCTURE 


How effectively does your organisation: 


Develop a TQM infrastructure? 
Create a means to manage the TQM rollout? 
Assign accountability for carrying out TQM? 


identify, train, and empower internal TQM champions? 


Create functional, divisional, and regional TQM 
infrastructures? 


Develop a process for reopening and monitoring TQM? 


Align the TQM infrastructure with the organisational 
infrastructure? 


Involve unions in TQM at the earliest possible time? 


Enable teams to implement improvements? 
Use customer data when implementing or changing 
infrastructure? 


identify, select, and train individuals to consult internally 
on quality implementation? 


Designate one person to be directly accountable to the 
seniormost person to execute implementation details? 


FOCUS & ROLLOUT 















How effectively does your organisation: 


Develop a TQM rollout plan? 


Target, as a short-term goal, the key processes you want 
to improve and measure? 


Target, as a short-term goal, the key managers who will 
implement TQM? 


Target, as a short-term goal, the key locations in which to 
implement TQM? 


Target, as a short-term goal, the customer priorities on 
which to focus? 

Provide just-in-time training to support improvements? 
Target long-term rollout needs for headquarters, 
divisions, regions, and units? 


Target long-term rollout needs for more complex 
processes? 


Determine the appropriate time to involve customers 
and suppliers? 

Empower employees to take action? 

Select a few critical processes, and assign a senior 
manager personally accountable for improving them? 


Set stretch objectives for improvement along critical lines 
like cost, time, and defects for each targeted process? 
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THE METHOD 

To score how well your 
company is implementing 
each of these steps, rate 
the progress made by 
assigning a score of 
between 1—Not Done-— 
and 5--World Class-—to 
each question. Assign a 
score of 2 if your 
company has made a 
beginning in 
implementing that 
particular process; 3 if 
your company does it 
well: and 4 if you 
consider your company’s 
practice the best in the 
country. Add up the 
scores for the 12 steps 
within each module for 
the overall score for that 
module. The sum of the 
scores for all 12 modules 
will provide an 
aggregate rating of just 
how far your TOM 
implementation has 
progressed. And turn to 
The Analysis to find out 
just what your scores 
signify. 
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You can 
never be too thin 








or too powertul. 





INTRODUCING 
* DIGITAL HINOTE ULTRA 


THE SLIMMEST, LIGHTEST, 





FULL-SIZE, FULL-FUNCTION 





NOTEBOOK IN THE WORLD. 





Atonly 3.5 pounds and only 1 inch high 
for the monochrome versions, and just 
4 pounds and only 1.2 inches for the DX4/75 
active matrix colour TFT models, the Digital 
HiNote Ultra is the finest notebook in the 
world. The HiNote Ultra notebook offers a 


unique flip-down battery that tilts the keyboard 








to a comfortable typing height, infra red 

capabilities and extensive PCMCIA options. 
So if you don't believe in compromises 

and seek only the very best, the Digital HiNote 


Ultra is your answer. 


digital 
PC 





Ahmedabad: Ph: (079)423321. Bangalore: Ph: (080)3371573. Fax: (080)3374601 Bombay: Ph: (022)5786563 
CALL DIGITAL Fax: (022)5783142. Calcutta: Ph: (033)4750401. Fax: (033)2429941. Coimbatore: Ph: (0422)216115. 
Delhi: Ph: (011)3715324. Fax: (011)3322399. Madras: Ph: (044)8250731. Fax: (044)8284982 
Pune: Ph: (0212)622989. Fax: (0212)626853. Secunderabad: Ph: (040)811715. Fax: (040)81 3637 
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Digital Equipment (India) Led. (a subsidiary of Digital Equipment Corporation, USA) Digital Park, PB No.2259, Bangalore-560 022 
The DIGITAL Logo is a trademark of Digital Equipment Corporation. The Intel Inside logo is a trademark of Intel Corporation 
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BUT IM WONDERING IF | 
A LOBOTOMY 15 ACTUALLY | 
NECESSARY 


NO, WE'LL JUST foo 
RUN YOU 
THROUGH 
“QUALITY” 


J —Ó 


TM WILLING TO DO 
WHATEVER IT TAKES 
TO GET PROMOTED 

І WANT TO FOLLOW 
IN YOUR FOOTSTEPS 





TRE ONLY WAY TO GET 
AHEAD IN THIS COMPANY 















MEASUREMENT 


How effectively does your organisation: 





B 


Si 


Ce кы 


ET. Review existing measures in the light of TQM priorities? 





Develop a TQM measurement strategy and plan? 





Develop customer-driven listening strategies and 
measures? 


Establish new measures, as needed, to track customer 
satisfaction? 


Establish new measures, as needed, to track employee 
satisfaction? 











Establish new measures, as needed, to track process 
improvement? 


Establish new measures, as needed, to track 
organisational improvement? 

Develop TQM measurement tracking and reporting 
systems? 


Integrate TOM measurement systems with organisational 
and business measures? 


7 
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СЙ Use TOM measurement data for decision-making? 





Use measures for proactive prevention rather than 
reactive correction? 
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Benchmark against world-class organisations? 


EDUCATION 


How effectively does your organisation: 


Audit employees' current skills and knowledge-levels? 





Use the TOM training audit to assess current training 


2 options? 


Develop a TQM training strategy and plan? 





Assign responsibility for TQM education to a senior 
manager? 

identify gaps between current training and TQM training 
needs? 


а Establish a TQM curriculum? 





is 








Identify training sources to develop and deliver TQM 
training? 

Make sure that training is rolled out first to senior 
management? 








EE Align training with everyday work? 





IM identify and train the best people to be facilitators? 
Develop measures of training effectiveness that reflect 
feedback from customers, employees, and processes? 


Benchmark its TQM training against world-class 
organisations? 
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RESOURCES 


How effectively does your organisation: 


Identify and fulfil TQM needs for financial support? 
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Identify and fulfil TQM needs for staff resources? 





Ий identify and fulfil TQM needs for facilities and 
equipment? 
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Identify and fulfil TQM needs for training resources? 





А 


Identify and fulfil TQM needs for time? 


WE Clarify the relative priority of the resources allocated for 
quality as compared to other demands? 


Consider the needs of the customer when allocating 

resources? 

Provide ongoing education for employees to encourage 

them to develop skills and expertise for a variety of jobs? 
WE incorporate quality into annual planning and budgeting 
ME processes? 


Consider your commitments to suppliers when allocating 
resources? 
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Consider management inputs when allocating resources? 
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[Ж Benchmark against other organisations‘ allocation 


INFORMATION AND COMMUNICATION 


How effectively does your organisation: 


ИШ Gather and integrate information critical to TOM 
ИЙ implementation? 


Audit communication needs? 


ЕЗ ы 





“7 
4» 


Е Assign a senior process-owner to manage information 
and communication? 


ИШ Develop a TQM communication strategy and plan 
ИЙ focusing on employees? 

т. Develop a TQM communication strategy and plan 
focusing on customers? 


g Develop a TQM communication strategy and plan 
focusing on stakeholders? 


Communicate both TQM processes and results to the 
organisation? 


Integrate TQM communications with other 
communication sources? 
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DB Measure the effectiveness of TQM communications? 





Benchmark TQM communications with world-class 
organisations? 


Communicate a personal statement from the CEO about 
commitmént to quality? 


12 Provide systematic and periodic updates to your 
customers and suppliers? 
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ТУЕ DONE TT! 


VERY FAS 


- 
A 


THINGS SURE 
HAVE CHANGED 
AROUND HERE 





THE SCORE 


Planning 


Leadership & 
Commitment 


infrastructure 
Focus & Rollout: 
Measurement 
Education 
Resources 


Information & 
Communication 


Systems 
Alignment 


Customer 
Alignment 


Supplier 
Alignment 


Public 
Responsibility 


TOTAL 
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TRANSFORMED ThE 
C OF THE 
CORPORATE CULTURE ! 
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SYSTEMS ALIGNMENT 


How effectively does your organisation: 


E Align TQM with strategic planning? 

Align TQM with budgeting? 

B Align TQM with rewards and recognition? 

Align TQM with appraisal and promotion? 

Align TQM with ethics? 

"n Align TQM with health and safety? 

Align TQM with marketing and communications? 
B Align TQM with other key organisational processes? 


B Align TQM with customer needs? 


Align TQM with employee needs for growth and 
development? 


Include quality involvement in every person's job 
description? 

Tie your system for rewards and recognition to customer 
satisfaction? 


10 
11 
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CUSTOMER ALIGNMENT 


How effectively does your organisation: 


Identify key customers? 

Develop a customer alignment strategy and plan? 
Establish valid customer requirements and expectations? 
а | Develop and use customer satisfaction measures? 


Create partner relationships with key customers? 


Link customer requirements to the development of new 
products and services? 


Develop and communicate policies and procedures to 
remedy service errors? 


B Empower everyone in the organisation to delight the 


7 


customer? 


u Gather continuous feedback from customers? 
n Anticipate customers' future needs? 


YE Offer TOM training to customers? 


Benchmark to help achieve continuous improvement and 


32 measure the quality of the competition? 
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SUPPLIER ALIGNMENT 


How effectively does your organisation: 

j Identify key suppliers? 
Develop a supplier-alignment strategy and plan? 
Establish valid supplier requirements and expectations? 
Develop and use supplier satisfaction measures? 
Use a vendor certification process? 
а Create partner relationships with key suppliers? 


Anticipate suppliers’ future requirements? 


B Give supplier awards? 
b n Offer TQM training to suppliers? 


Benchmark with key suppliers to learn how competitors 


10 are operating? 


HEB Gather continuous feedback from suppliers? 


Empower everyone in the organisation to improve 


12 relationships with suppliers? 


PUBLIC RESPONSIBILITY 
-How effectively does your organisation: 


à Promote quality awareness outside the organisation? 


Establish clear links between quality and ethics? 


Establish clear links between quality and the 
environment? 
Establish clear links between quality and health and 
Е safety? 
i Establish clear links between quality and image, 
marketing, and communications? 


а Support community service activities? 


Encourage employee participation in community and 
professional activities? 

Encourage customers and suppliers to participate in 
community and professional activities? 

Advocate your commitment to quality in the community 
through visits, speeches, and discussions? 


Integrate responsibilities for public health, safety, the 


19 environment, and ethics into quality plans? 


Assess public responsibility within different levels, 
locations, and departments in the organisation? 


Create measures of the results of public responsibility 
efforts? 
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THE ANALYSIS 


Your score will provide 
an accurate benchmark of 
how far your company 
has progressed on the 
road to being a world- 
class total quality 


[5] organisation. 


144-288 Points: 
Long way to go. 
Fortunately, you are 
more aware of it than 
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your rivals. 


289-576 Points: 
Getting there. Buta 
dangerous phase, where 
you could become 
complacent before 
attaining world-class 
standards. 
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577-720 Points: 
World class. But your 
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ESTABLISHMENTS AT UNITED STATES, 
UNITED KINGDOM, FRANCE, 
SWITZERLAND, THAILAND, HONG KONC, 
SINGAPORE, VIETNAM, INDIA. 


Froma single plant at Kalyan, Bombay, we now have a 
truly international presence. Our exports too have jumped 
from В, 2.1 lakh in 1964 to over Rs. 6,000 lakh in 
1993-94 in over 40 countries around the world. 

E. Таап Dyestuff Industries ПОР, today manufactures 
iot only the full spectrum of dyes, pigments, intermediates 
but also vital industrial chemicals. Products which are key 
to: the survival of industries such as: textiles, leather, 


plastics, paints, inks, agrochemicals, pharmaceuticals. 





¢ Flagship Company of Sun-Grace-Mafatlal Group. 


® Largest manufacturer of dyes, pigments and 
intermediates. 


9 Profit-makin 


company with a track record of 
uninterrupted dividends for over 25 years. 


€ Government recognised Trading House with joint ven- 
tures worldwide. 


© Exports to over 40 countries in the world. 











So much has changed. But our beliefs remain the 
same. We still believe that confidence and recognition are 
things one earns over time. By delivering on promises. 
And exceeding expectations. 

Now, as we enter the era of liberalisation, where 
standards are global and competition intense, we have but 
one objective: 

World Leadership. 

Be with us. 





Indian Dyestuff Industries Limited 


Mafatlal Centre, Nariman Point, Bombay 400 021. 


SUN-GRACE-MAFATLAL 




















NOW IT’S YOUR TURN. 





Only quality people make quality products. That's 
why we have invested significantly in human resources 

i development. Ensuring tomorrow's leadership. And 
_ maximising today's diverse wealth of talent. Not only for 
_ the Group. But also for the Nation. For example, we have 
_ nurtured young talent like Sachin Tendulkar, Vinod 


mbli, Venkatpathy Raju, Nayan Mongia, Amol 










lazumdar and others. 





~ Starting as a small plant in 1959, Indian Dyestuff 
Industries (IDD, today has manufacturing units and 

_ offices in India and eight countries worldwide. And a 
turnover exceeding Rs. 338 crore in 1993-94, 


1 product base has also widened to cover ће full 








9 Flagship Company of Sun-Grace-Mafatlal Group. 
® Largest manufacturer of dyes, pigments and 
intermediates. 


e нона 


company with а track record of 
uninterrupte 


dividends for over 25 years. 


9 Government recognised Trading House with joint ven- 
tures worldwide. 


9 Exports to over 40 countries in the world. 








spectrum of dyes, pigments, intermediates and industrial 
chemicals. Products which are the mainstay of industries 
such as: textiles, leather, 

agrochemicals, pharmaceuticals. 


So much has changed. But our beliefs remain the 
same. We still believe that confidence and recognition are 
things one earns over time. By delivering on promises. 


And exceeding expectations. 


Now, as we enter the era of liberalisation, where 


standards are global and competition intense, we have but 


plastics, paints, inks, 


one objective: 
World Leadership. 
Be with us. 





EN we GT: 


Indian Dyestuff Industries Limited 
Mafatlal Centre, Nariman Point, Bombay 400 021. 


SUN-GRACE-MAFATLAL 




















Ш VIVEK BHATIA 


IT'S the hottest quality buzzword in the country's cor- 
"Д porate lexicon today. But is the 180 really quality? Over 
the last one year, acquiring a certificate of quality from 
the International Organisation for Standardisation (150) 
has virtually become corporate India's ultimate status 
symbol, with hundreds of manhours and crores of ru pees 
being thrown into the effort. In going all out to acquire 
what they believe is the most coveted quality credential in 
the world today, is it even possible that CEOs could actually 
be mistaking the means for the end? 
After all, believing that this certification proves that 
you have, finally, built a total quality company by global 
standards is a shibboleth, a myth, a lie. Nothing could be 





Bradley T. Gale, president of the New York-based Market 
Driven Quality Inc: "These criteria don't seem to be 
promoting excellence at all. Unlike the criteria of the 
Baldrige Award, the Deming Prize, or the European 
Quality Award, they seem to promote old-fashioned Stage 
One conformance quality." 

Not surprising, since the 150-9000 series—-numbered 
9000 through 9004—is only a slender volume of quality 
accounting principles, essentially generic in terms of their 
nature and scope. The first part of the series is, bind 
I80-9000-1—called simply 180-9000 until its rechristening її 
1994 as 150-9000-1—which is a general document ера 
ing the ISO's definitions of the fundamental concepts of 
quality. This document is a guide to selecting and using 
the 150-9001, 150-9002, and 150-9003 systems. 


Exploding 
9001 M 


That Are Is 


In the chase to acquire ISO certification, are you sure 
you aren't mistaking the means for the end? 
















farther from the truth. Issued 
by independent iso-certified 
auditors, 150-9000—pronoun- 
ced ice-oh-9000; not eye-ess- 
oh-9000—certification only veri- 
fies that your factory, your labora- 
tory, or your office meets a set of quality 
management requirements that have been 
determined by the Geneva-based organisation. 
Launched in 1987, the 150-9000 standard defines only 
the basic elements of the systems needed to ensure that 
products meet customer-needs. Already, there are detrac- 
tors enough. “It is still too early to tell about 150-9000,” says 
avid Faulds, 44, professor of marketing at the University 
f Louisville in Kentucky (US). "It's like New-And- 








Improved. How many times can you have New-And- 
Adds 


Improved before it begins to lose its appeal?" 














| WHAT IS ISO-9000? 
8 Itisa set of written standards layir 
quality system : D 


gi It defines the basic elements of the system 
through documentation 


@ Itcreatesa quality system rooted i in your. ~ 
customers’ requirements 


gi It ensures uniform systems that are | 
universally recognised | 


gi It creates the discipline з et 
quality рекою cee 





































WHY ISN'T 150-9000 TQM? 


wı 150-9000 is based on standards and ignores 
the human element 


8 150-9000 lays down only systems; it says 
nothing about implementation 


m 150-9000 certification is unsustainable and 
prone to the day-after effect 


im 150-9000 makes no demands on or 
assurances about final product quality 


E 150-9000 transfers the onus of ensuring 
quality to the certifier 








Essentially, these are three distinct quality systems of 
varying stringency. To be sure, they stipulate some com- 
mon elements: 

Effective quality systems 

Valid measurement systems 

Product identification and traceability systems. 

Systems for the creation and maintenance of records. 

Product-handling, packaging, and delivery systems 

Inspection and testing systems. 

Systems for dealing with non-conforming items. 

Personnel training systems 

Most comprehensive is the 150-9001 standard, which 
defines quality assurance in design and development and 
production as well as installation and servicing. In addi- 
tion to covering all the elements that are there in 150-9002 
and 150-9003, 150-9001 
























tackles design, deve- 
lopment, and servic- 
ing systems too. But 
150-9002 defines qua- 
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lity assurance only 
in production and 
installation 
prevention, 


as well 
as the 
detection, and cor- 
rection of problems 
during these stages 
In other words, it is 
ideal for companies 
whose activities do 
not include design 
and development or 
servicing. 

Least 
hensive of them all is 
the 180-9003 standard, 


compre- 





which covers only final inspection and testing and is 
meant for the detection and correction of problems dur- 
ing just these two stages. Besides these basic standards, 
there is an 150-9004 document that guides you in selecting 
and implementing the standards laid down by the other 
three. The metamorphosis of these standards from an 
Obscure set of documents issued by a little-known organi- 
sation into the world's best-known—and most controver- 
sial—quality system has taken only four years. 

It was only in 1992 that the European Community 
adopted the ISO's standards as the uniform quality assur- 
ance model to be used by any business hoping to sell any- 










































































thing in the 12 member-countries' markets. Already, some 
products cannot be sold in Europe today unless they are 
150-9000 certified. That move catapulted the ISO series 
into the limelight, and 40,000-odd 150 certificates have 
since been issued to firms in 95 different countries— 
including 497 units in India. At first, it may be difficult to 
understand how a single quality system can be applied to 
business activities in such a disparate slew of working 
environments 4 

If the 150-9000 standards succeed in doing so, it is due to 
their general nature. For, they do not aim to create quality 








winners, but to lay down attainable norms across a broad 
spectrum of industries and cultures. That's why the 
, bedrock of 1s0-9000 is documentation. In a nutshell, it 
* merely lays down guidelines on how a system should be 
designed, set up, and run so as to ensure uniform quality. 
So, 150-9000 provides only a policy framework, while the 
standardisation of the systems in the organisation must be 
described in detail by documents—the quality manual, 
the quality procedures, the work instructions, the records 
of work done—that the company itself has created. 
Consider the checking of supplies from vendors. 
While 150-9001—Section 4.10 (2.1)—states: "The supplier 
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shall ensure that (the) incoming product is not used or 
processed until it has been inspected or otherwise verified 
as conforming to specified requirements. Verification of 
conformance to the specified requirements shall be in 
accordance with the quality plan and/or documented 
procedures." So, a company must have a document on 
material inspection, where each step—the storage of sam- 
„Ples in designated areas, inspecting samples, placing 
stickers on the ones accepted, keeping them in separate 
holding areas—is written down. 
Logically, the matching work-procedure must detail in 





writing the actual 
actions that the work- 
ers would perform, 
perhaps with the aid 
of illustrations. 

For each type of 
material, the instru- 
ments to be used, the 
criteria for accept- 
ability, the instruc- 
tions on how sam- 
ples are to be physi- 
cally handled must 
be specified. These 
work procedures are 
the lowest level of 
static documenta- 
tion, below which 
are the records and 
reports which actually document the events in each work 
session. Indeed, this emphasis on documentation is really 
the heart of the 1so-9000 series. 

By itself, the standard only takes every activity that can 
possibly affect quality and specifies that processes that 
will ensure quality must be defined. It also lays down that 
these processes must be clearly documented, and then, 
stipulates how this documentation should be used so that 
it serves as a dynamic model for actual operations—not 
just a static record of what should be done Says 
J.S. Bhambri, 42, one of a new breed of iso consultants 
“ISO-9000 clearly states that quality must be defined accord- 
ing to the customers’ requirements. Then, it defines a 
system that will see to it that these are met." 

Moreover, this stress on adhering to preset norms 
makes 150-9000 ideally suited to companies with scattered 
facilities. Global electronics giant Philips is a good exam- 
ple: all the nine Philips plants in the country have 150-9000 


How close a firm is 
to the spirit of the 
ISO depends on the 
sincerity and the 
competence of 
the certifier” 


S. TALUKDAR 
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CAN ISO-9000 LEAD TO TQM? 


Ш 150-9000 standards complement TQM’s 
emphasis on the human element 


i 150-9000 helps you assess your company's 
quality requirements 


Ш 150-9000 translates quality concepts into 
achievable targets 


Ш 150-9000 provide an opportunity to create 
and improve quality systems 


wı 150-9000 helps spread the message of 
quality across the organisation 
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, WHOM DOES 150-9000 HELP? 


B Companies that market their products in 
the European Community 


BW Vendors supplying to companies that 
demand 150-9000 certification 


E Companies whose competitors are certified 
or are seeking ISO-9000 certification 


Ш Companies with geographically-scattered 
facilities and global operations 


E Companies whose transnational parents 
are seeking ISO-9000 certification 








certification, the standard quality system adopted by the 
the company for its units all over the world. Says senior 
vice-president Siddhartha Dasgupta, 52, who is the head 
of the company's components manufacturing division: 
"Fora global entity that is headquartered in Europe, this is 
the best framework for defining its basic processes." 

Equally important, 1509000 is increasingly being 
used—as in Europe—by Indian companies as a pre- 
qualification yardstick with which to identify suppliers 
One such firm is Altos India, which sources the compo- 
nents for its computer hardware exports from manufac- 
turers in Southeast Asia. Says Altos' 52-year-old executive 
director Arjun Raman: “Increasingly, we do not even look 
at vendors without 150-9000 certification. While the 150-9000 
certificate doesn't mean a vendor has high quality, at least 
it indicates he is seri- 
ous about quality." 

It is in the transla- 
tion of these guide- 
lines into company- 
specific documents 
and procedures that 
the certifying agen- 
cies, which actually 
issue the certificates, 
come in. "How close 
a certified company 
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in India for TUV India 
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German 
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Rheinisch-Wesalischer Technischer Ub ( 
Verein. Credentials are crucial since 497-odd 
belonging to 326 companies had been issued 
certificates by November 20, 1994 

And the impartiality of the certification proces 
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ш Dutch alliances are already being 
talked about... 


For our cutflower project, we have tied-up with Dalsem Kassenbouw B.V. 
Holland - the world leader in floriculture technology. As for sales, we have 
a 100% buy-back arrangement for the next 5 years, with Van Dijk FloraB.V. 
the flower export giant. 

‘These Indo-Dutch alliances guarantee us everything from production edge 
to marketing advantage. Strengths that will get us an enviable slice of the 
Rs. 75,000 crore global cutflower marker. ; 








arishma floriculture hopes to bloom with 


help from Dalsem, 
(Business Lino ) 
6th Dec. ‘94 
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equipment, training 
workers, and dealing 
with customer com- 
plaints. It won't teach 
you to build better 
mousetraps. 

Says manage- 
ment guru Joseph M. 
Juran: "Certification 
for 150-9000 does not 
mean that a firm has 
become a  world- 
class one... It has 
merit, but what it tries 
to do is to define a 
system for control, 
not forimprovement. 
Those are two very 
different things.” No 
wonder smart CEOs are beginning to realise the limited role 
of the 150-9000 stamp. One of them is Sudhir Kaura, 47, CEO 
of International Electron Devices, which exports precision 
metal components for colour picture tubes. "I don't think 
the certification has ever directly helped us get an export 
order," says Kaura. 

Adds 150 consultant Tarun Sarkar, 48: “150-9000 is more 
suited to voluntary quality efforts rather than as part of the 
ISO-as-trade-barrier approach that the European Union has 
adopted." He's right. For, obtaining 150-9000 certification 
cannot be the final step in a corporation's quality journey; 
at best, it can be a launch-pad. In June 1993, Richard C. 
Buetow, Motorola's senior vice-president and director of 
quality, issued a perceptive statement on the ISO-9000, say- 
ing: "With 150-9000, one can certify poor quality processes 
and practices and ship products or provide services that 
fall far short of what is required to compete effectively 
today and survive in the future. To maintain certification 


The iso system's 
single-milestone 
approach is a barrier 
to a continuous- 
improvement 
culture” 
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WHOM DOESN'T 1$О-9000 HELP? 


Ш Companies whose CEOs see ISO-9000 
certification as an end in itself 


B Companies that have a quality system in 
place or are implementing TOM  - 


Ш Companies in industries following other 
widely-accepted quality systems 


@ Companies whose quality problems stem 
primarily from HRD problems 


‘a Companies that are struggling for survival 
in today’s marketplace 











implies conformance to past practices—good and bad 
Most quality experts are slowly reconciling themselves 
to the fact that 150-9000 certification is no more than a mar 
keting tool for companies hoping to hawk their goods and 
services in Europe. “I tell them, okay, go ahead, and get 
that ISO certification. And now that you have solved that 
marketing 
Acknowledging this, the 150 has already initiated steps to 


problem, get on with TOM," says Juran 
bridge the gap between its standards and TOM. For 
instance, the 1994 version of the 150-9000 series recognises 
the need for quality systems to be relevant to customers 


needs—something that the old series did not stipulate 


INDIA'S ISO-CERTIFIED COMPANIES BY TYPE... 





No Indian companies have 150-9003 certification 
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In addition, the ISO's Technical Committee 176—the 
panel that actually lays down the 150-9000 standards—is 
working overtime to overhaul the standards completely. Its 
brief: develop specific guidelines by 1997 for applying 
150-9000 to just four generic areas: hardware, software, pro- 
cessed materials, and services. That way, argues the ISO 
there could be asingle global TQM standard by 2000. Never- 
theless, for the moment, 150-9000 is a far cry from being TOM 
Perhaps that's because by definition, the word ISO is 
derived from the Greek word isos, which means equal 
Equally good or equally bad. But not total quality ө 
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to 1200 dpi. From A4 to A3 size outputs. Shareability 
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‘Quality Must 
Be Clearly 
Defined’ 














UALITY is still free, declares Philip Crosby. 
Even for India Inc. One of the holy trinity of quality— 
the other two being the late W. Edwards Deming and 
Joseph M. Juran—the 68-year-old Crosby continues 
to believe that quality means getting it right the 
first time rather than merely laying down accept- 
able levels of quality. Fiery and provocative as ever, 
Crosby responded to BUSINESS TODAY’s Sandipan 
Deb on his theories of quality management from 
Winter Park in Florida, where he is busy writing a 
sequel to his seminal Quality Is Free. Excerpts 
from an exclusive interview on the Crosby canons 
of total quality: 
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Q. Mr Crosby, 15 years after you 
first propounded it, your funda- 
mental tenet—Quality Is Free— 
still fires the imagination. And it 
remains a rather intriguing 
proposition... 

A. Quality Is Free is an expression 
that came from my CEO at ITT, 
Harold Geneen, as we discussed 
the subject. | explained that qua- 
lity was not goodness; that it was 
doing what we said we would do. 
Companies must price their product 
orservice based on doing everything 
right the first time rather than merely 
having acceptable levels of quality. 
Quality itself then costs no more; it is 
free. What costs you is doing things 
over and servicing what has been 
delivered. Management must create 
clear requirements describing the 
product or service and, then, help 
people understand their job in creat- 
ing it. The key to this is that quality is 
actually defined—conformance to 
requirements—rather than being 
just dealt with as a good feeling. 

You preach what you call the Four 
Absolutes Of Quality. How did 
they evolve? 

My concepts on quality were deve- 
loped through 27 years of hands-on 
responsibility for quality in organi- 
sations. When | was a quality inspec- 
tor, | realised that everyone had 
his own definition of quality. That 
resulted in inconsistent operations 
and wide swings in output. | began 
to insist that we agree on the 
requirements and, then, meet them. 





So, the First Absolute: quality is con 
formance to requirements 

In my early days, the basis of 
quality control was detection. The 
idea of quality control is to find 
nonconformances as early as possi 
ble and correct them. The use of 
statistical tools soon leads evervone 
to believe that error is an inevitable 
part of business. | objected to that. My 
education had been medical and | 
was used to working on preventing 
problems. So, | said, quality is caused 
by prevention. 

The standard in quality control is 
acceptable quality levels. Managers 
took this as meaning that nothing 
could ever be correct all the time. So 
they would negotiate acceptable 
levels with suppliers and their own 
workstations. My Third Absolute is 
quality has a performance standard 
ofzero defects. That'sa way of saying 
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Daetinitions of quality that 
are not measurable by an 
agreement that everyone can 
understand are worthless. 
Customers just want what they 
shave been promised” 
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doit right the first time. My purpose in 
this concept was to eliminate the 
idea that errors were inevitable. 

For instance, the semiconductor 
industry has adopted what they call 
six-sigma as a standard. This refers to 
standard deviation; it means that they 
accept 3.4 deviations per million. 
Intel’s current problems reflect the 
result of this kind of thinking: 
customers want everything to be cor- 
rect. We are not permitted to sail 
through 3.4 stop-signs per million; if 
we were, there would be disaster on 
the highway. 

And the Fourth Absolute is: qua- 
lity should be measured by the price 
of nonconformance. Everything 
managers do is financially-based— 
except for quality. They do that by 
indices and other means which 
require no action. When we count 
the costs of repair, reprocessing, cus- 
tomer service, overdue receivables, 
and high inventory, we are dealing 
with 25 per cent, and more, of an 
organisation’s revenues. It is not 
possible to be competitive if you 
manage this way. 

When you first expounded them, 
there were Five Absolutes. But 
later, you dropped one of them. 
How did that happen? 

The fifth concept—there is no eco- 
nomics of quality—is not included as 
a special item in most of my works 
because | found that four absolutes 
were all people could absorb. 
However, it has been woven into the 
others. The purpose of it was to show 
that it was always cheaper to do 
things correctly. 

You have argued against quality 
control (QC), and even total qua- 
lity management (TQM). Why? 
Actually, | am not against Qc; it has 
a valuable place in manufac- 
turing operations. However, it is not 
quality management. QC is about 
detection; quality management is 
about prevention. TOM is a set of 
initials that covers a lot of activity- 
based  events—such as  team- 
building, empowerment, bench- 


marking, quality circles—that have 
little definition ora long-range role in 
a company's plan. It is just a way to 
hand the responsibility for quality 
from management to some other 
group. | am not against these 
activities, but they are not a sub- 
stitute for runningthe place properly. 
| think quality control needs to be 
understood for what it is. And to 
me, TQM means Trivialising Quality 
Management. 

But what about the Japanese 
model...? 

The Japanese quality model exists 
mostly in the imagination of the 
media. They are just like everyone 
else in that they struggle hard to learn 
how to get the right thing done right 
the first time. And they work harder at 
it than most others. 

The media has an embedded 
idea that there is some system that, if 
properly applied, will cause quality 
to happen. This is why there is so 
much emphasis on the lapanese 
model, TOM, iSO, Kaizen, and such. 
But the reality of managerial life is 
that there is no system for anything in 
business management. No one 
would discuss such thoughts with 
finance or marketing or human 
resources, each requires policy, edu- 
cation, and thought. 

| have over 40 years of quality 
management experience and | 
would not dream of offering one 
standard system for all companies 
to use. Why is it felt that quality 
alone is something that can be laid 
on like a blanket to warm the 
organisation? 

One recent definition of quality 
describes it as delighting the cus- 
tomer. Doesn't that go against 
your Four Absolutes? 

Definitions of quality that are not 
measurable by some agreement that 
everyone can understand are worth- 
less. Those who come up with them 
have neverhad to produce quality for 
a living. Most writers about quality 
management have never actually 
been employed to make it happen. 
















A Соор Business COLLABORATION Is LIKE A HANDSHAKE. 
THERE Is No Upper HAND. 





Today's business environment is 
one of global interaction and cross-border 
affiliations. Companies with a common purpose 
and direction, quick to join forces. And yet, 
what defines a perfect business collaboration ? 


At Colour-Chem, we believe it is a relationship 
of equals. Just as the one we share with our 
global associates – Hoechst AG, Germany. 


As a result of this relationship, Colour-Chem has 
access to world-class technologies, a reach into 
international markets and radically different 
management styles. 





Styles that emphasise on quality of 
the highest order. That lay stress on being 
concerned on the customer's behalf, for 
his time and money. And that inculcate 
professionalism within the organisation 


Today, Colour-Chem is a Company that is 
on the move. With an established presence 
in domestic and foreign markets, and new 
horizons to conquer. 


We are confident that we will make it happen 
with our partner in progress— Hoechst AG 
Because ours is a relationship of equals 
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Customers just want what they have 
been promised; delighting refers to 
quality being goodness and is, there- 
fore, vague and undefinable. We 
can't manage that way. 

Do you think a country's quality 
orientation depends as much on 
its social culture as on its 
industrial environment? 

I have been in most countries in the 
world; in each, | see successful 
enterprises sitting next door to 
unsuccessful ones. Every nation has 
cultural advantages and disadvan- 
tages. In the US, as in India, there are 
many cultures woven together. 
Neither is one ubiquitous group. Just 
as we as individuals learn to 
strengthen our weak points and take 
advantage of our strong ones, so too 
must nations learn to do that. If we 
agree that our culture keeps us from 
competing, then it becomes a self- 
fulfilling prophecy. | 
Indian companies are opting for 
ISO certification. How would you 
rate this as a quality tool? 

ISO is an interesting event; a solution 
for which there is no problem. To 
create a system of management 
and impose it on others seems to me 
to be a bad choice. That is the basis 
of totalitarian government. There is 
no guarantee, or experience, that 
such an action will produce quality. | 
don’t know what these companies 
are going to do with their certifica- 
tion, except to use it as a marketing 
tool in advertising. Most think it 
covers quality management but, in 
reality, itis QC. It comes from a similar 
system, Mil Q-9858A, which has been 
used by the US Department of 
Defense forat least 40 years—with no 
discernible results. 

Are you trying to argue that ISO 
certification is of no value? 

If 150 were offered as a guide for 
helping people set up QC pro- 
grammes, | would have no prob- 
lems with it. But to establish it as 
a required way of doing things ties 
the hands of the professional. The 
specifications are incomplete, not 








managementoriented. апі will 
lead managers astray. 

In addition, the certification 
requirement causes them to spend 
tens of thousands of dollars for 
experts to come and examine them. 
The reaHife effect is that managers 
now assume that quality is taken care 
of and ignore it. Quality does not 
come from a system; it comes from 
the understanding and application of 
management concepts, education, 
and example. 

You were in this country recently 
and spent time with leaders in 
government and business. What 
kind of an agenda would you rec- 
ommend for India to attain a total 
quality culture? 

| was impressed by the government, 
industry, and education managers 
I met during my visit. They offered 
open minds and the ability to 
comprehend. There are тапу 
excellent managers in your nation. 
| was also impressed by the indi- 
vidual Indians | met They 
are bright and quick. Гат fascinated 
by the lunchbox distribution 
scheme in Bombay. Any people who 
can make that happen can compete 
anywhere. 

My agenda would be that the 
country's leaders first go to school 
on the subject. That they issue 
quality policies for their organisation 
saying that "we will deliver defect- 
free products and services to our 
customers and co-workers on time." 
That they provide education and 
training for their employees. That 
they build relationships with emp- 
loyees and suppliers. That they 
become more worldly in their views 
of managing their businesses. And 
that they each concentrate on 
becoming a personal example of 
quality management. 

But | must mention here that 
countries which leave quality up to 
theirgovernments have not been suc- 
cessful. Quality is the result of com- 
prehension and action; not of some 
mystic system of procedures. e. 
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Essar Oil. 
All set to reach the much in demand petroleum 
products to India's millions, with 
Indian Oil Corporation's marketing strength. 


Petroleum products, especially 
middle distillates like Kerosene and 
Diesel, are in great demand 
nationwide. To help bridge this 
demand-supply gap, which is 
projected to be 31.20 million metric 
tonnes by 2000 A.D., Essar Oil is 
setting up a 9 million metric tonne 
per annum refinery at Vadinar 
Gujarat... closest to the Middle East 
crude oil sources 

A strategic marketing 
arrangement with Indian Oil 
Corporation (IOC) — India s largest 
ОЙ company — ensures reach of 
quality petroleum products from 
Essar Oil to ready markets through 
over 15,000 IOC outlets 

Project execution has already 
commenced. ABB LUMMUS CREST 
— à part of the US$ 32 billion 


ESSAR OIL LIMITED : Registered Office 
> Corporate Office 





Essar House, 11, Clarke Road Opp. Race Course 


АВВ Gr up is in charge of overall 


project management with 





point responsibility for overs 


the entire refinery project. from 


design stage until commissioning 
Essar Oil already has a 
successful track record in the 


upstream sector Contra 
nstruction 
igging 


against stiff 


Drilling, Offshore ( 


Oil Exploration 


prestigious contracts 


international competition. At home 


And abroad. Making it a profit 
making, dividend-paying трапу 
(Turnover Rs.438 crore 
Profit After Tax Rs.43 cror 


during 1993-94) 
And now 


project, Essar Oil is all set to grow 


with the refiner 


into a fully integrated oil company 


оп а global scale 


Essar House, 14 Haddows Road Nungambakkam, Madras 600 006 


Manalaxmi, Bombay 4950606 Fax 4954 
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bb Discover Unitex. The no-fuss, international carpeting that 
arble ° That's costs less, looks good, is easy to maintain and works hard 
longer. Certainly the most sensible carpeting idea in recent 
for Shah Jahan ! i 
times. 


Feels good, looks good ! 


With different textures and feel, Unitex is not only 


Hand-knotted 


carpeting, that's for 


me five vears 8 s aesthetic to the eye, but is great to walk on too. Even after 
from now. So what do 2 | A years of use. Add to this its acoustic properties which 
I do in 1995 °" y *- A. ensure a quieter environment. All this creates an ambience 
m : which leads to higher productivity. 
The world uses it ! 

Across the world non-woven carpets are the natural 
choice. They look good, yet work hard. Benefits which 
Unitex now offers you. 

Value for money ! 

Stain-resistant. Easy to clean. Long-lasting. Cost- 
effective. With the highest consistent quality standards 
and a personalised after-sales service that have made 
Unitex the market leader. That's real value for money! 
Guaranteed ! 

The Unitex range of carpets are guaranteed against any 
manufacturing defects. And the "Unitex Care Guide" will 
help keep your carpet looking great, year after year. 
Widest range ! 

Unitex offers an unmatched range of flat, pile and 
patterned carpets. With an extensive colour range to match 


any decor. 
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Luxuriant Pile Carpets 
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Mr. K.S. Radhakrishnan, Entrepreneur. 


You Unitex. 





So go Unitex. For as the rest of the world has found 
out, it is possible to have style and still be sensible. 


TM 
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Please mail / fax this coupon to : 
Uniproducts (India) Ltd., 
21, Community Centre, 











Friends Colony, ! 
New Delhi-110065 would 
Tel.: 683 7920 like to 
эч 
а ss know how 
ax > t 
483 4890 Unitex carpeting can 
give my office/home 
international good looks, 
durability and value for money. 
Please send me more details 
Name 
fe: 
CONTACT : Ahmedabad, Tel.: 401454; Bangalore, Tel.: 3338509; ^ е 
Bombay, Tel :2833792.Calcutta, Tel. 2444550;Chandigarh, Tel.:606066 Ernakulam, Tel 360355. Майгаз, ЛАГ 3 
Fel.: 8278734, 8267944; New Delhi, Tel.: 6837920/6832108; Pune, Tel.: 330540; Secunderabad, Tel.: 834170 е Tel.: 
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ISO 


Wis; you qualify for 150-9000? While this cer- 
tificate, awarded by the International Organisation 
for Standardisation, does not guarantee the per- 
petuation of quality in your company—indeed, it 
allows you to institutionalise even mistakes—its 
benefits lie in determining micro-level targets of 
quality that are achieveable. From purchasing to 
process control, from servicing to statistical techni- 
ques, using the ISO's benchmarks yields results that 
are practical since you won't be able to do business 
in Europe without them. Moreover, the ISO can be 
used as a diagnostic tool to check if your products 
and processes are really globally competitive. 














THE TEST 


Isolated quality drives do 
not an 150 таке, Is every 
department in your 
company primed to 
undergo the certification 
process? To help you 
measure your level of 
readiness, a checklist 
based on the 150-9001 
documentation—divided 
into 20 sections and 75 
questions--has been 
drawn up. it covers 
virtually every aspect of a 
company that ISO- 
certified examiners will 
assess before they award 
the certificate. Sure, not 
every section or question 
is applicable to all 
industries. For instance, 
consumer-goods 
manufacturers do not 
supply products on 
contracts. But substitute 
the term contract with 
advertising—and all the 
standards will still apply. 
Before you go in for an 
150, therefore, appraise 
yourself, 











Can You App 


MANAGEMENT RESPONSIBILITY (150-9001 4.1) 


Does your company have a customer-oriented quality policy that is 
defined, documented, and disseminated? 


Is the responsibility, authority, and interrelationship of personnel who 
manage and verify work affecting quality defined and documented? 
Have resource requirements been identified and adequate resources 
been provided for their training and functioning? 


Has an executive-level person been appointed, with clearly-defined 
authority, to ensure and report on the quality system? 













Does the management review the quality system at intervals to ensure 
its effectiveness and maintain records of such reviews? 





QUALITY SYSTEM (150-9001 4.2) 


Has your company prepared a detailed quality manual that establishes, 
documents, and maintains your quality systems and procedures? 


Does the quality system document procedures consistent with the 
requirements of the ISO standard and the company's quality policy? 


Does your company define and document how the requirements for 
quality will be met through quality plans? 


Does your company define and document how the needs for quality will 
be met through identification and acquisition of equipment? 


Does your company define and document how the requirements for 
quality will be met through quality control, inspection, and testing? 





CONTRACT REVIEW (150-9001 4.3) 


Before entering into a contract, does your company ensure that the 
requirements are adequately defined and documented? 


Before entering into a contract, does your company ensure that 
differences between the contract and the tender are resolved? 


Before entering into a contract, does your company evaluate if it has the 
capability to meet it? 


Does your company define and document procedures used to amend 
contracts and communicate the changes internally? 


Does your company maintain and update records of all contract 
reviews? 


00000 00000 100000 


DESIGN CONTROL (150-9001 4.4) 


Does your company establish and maintain documented procedures to 
verify that the design of the product meets the requirements? 


Does your company verify the design to ensure that the output 
conforms to defined user-requirements, and record the process? 

Does your company define and document organisational and technical 
interfaces between different groups involved in the design process? 
Does your company identify, document, and review the selection of 
design input requirements for adequacy? 

Does your company document design outputs, using terms that enable 
verification and validation against design input requirements? 

Does your company plan, conduct, and record formal reviews of design 
results at each appropriate step? 
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For The ISO? 


‘DOCUMENT & DATA CONTROL (ISO-9001 4.5) 


Does your company establish and maintain documented procedures to 
control all documents and data relating to ISO requirements? 


Does this control system ensure that appropriate documents are 
available at locations where crucial quality operations are executed? 


Does this control system ensure that invalid and/or obsolete documents 
1 


are promptly removed and not used? 


Does this control system ensure that obsolete documents that are 
retained for legal purposes are suitably identified? 


Does your company have these documents approved for adequacy and 
maintain a document control procedure for tracking revisions? 


Are all changes to documents reviewed by the same functional 
departments that performed the original review for approval? 


, PURCHASING (50-9001 4.6) 


Are there documented procedures to ensure that suppliers are selected 
on the basis of their ability to meet requirements? 


Are there documented procedures to define the type and extent of 
control exercised by your company over suppliers? 


Does your company establish and maintain quality records of acceptable 


1 


suppliers? 


Do purchase documents clearly describe the product ordered including 
the type, class or grade, the title, and specifications? 


э 
1 Are there documented procedures for the arrangements used by your 
company to verify products on the supplier's premises? 


a Are there documented procedures for the arrangements used to allow 
Йй customers to verify suppliers’ products? 


CUSTOMER-SUPPLIED PRODUCT (50-9001 4.7) 


Does your company maintain documented procedures for verification, 
storage, and the maintenance of components supplied by customers? 





PRODUCT IDENTIFICATION (150-9001 4.8) 


Does your company have a documented procedure for identifying the 
product from receipt through production, delivery, and installation? 


2 Does your company have a documented procedure for the unique 
identification of individual products and batches? 


PROCESS CONTROL (150-9001 4.9) 


Does your company identify and plan the production, installation, and 
servicing processes to ensure documentation of all procedures? 

Does your company identify and plan the production, installation, and 
servicing processes to ensure use of suitable equipment? 


Does your company identify and plan the production, installation, and 
servicing processes to ensure compliance with quality standards? 


Does your company identify and plan the production, installation, and 
servicing processes to ensure monitoring of process parameters? 





























THE METHOD 

in conformance 

with thet ral 
standards used for 

150 certification, the 
iSO Test has been 
divided into 20 specific 
sections and into 75 
individual questions. 
For each question, 
assign a score 

between 1, implying 
never, and 5, implying 
always. At first sig 

only these two 
alternatives may 
appear applicable to 
many questions, 

such as those asl 
whether your company 
maintains documentation 
fora particular process. 
However, the mere 
existence of 
documentation 

should not yield a score 
of 5; you must 

ensure that the 
process comes up to 
scratch and that 

the data is updated 
regularly. Add the 
scores under every 
question to derive the 
total score for each 
section. And aggregate 
them for your 

total score. 





INSPECTION & TESTING (50-9001 4.10) 


1 Does your company maintain documented procedures to ensure that 
incoming products conform to specific requirements? 


2 Does your company maintain documented procedures to record the 
amount of control exercised at suppliers’ premises? 


3 Does your company maintain documented procedures to identify 
untested incoming products so as to recall them if necessary? 


Is the final inspection and testing carried out in accordance with the 
quality plan? 


5 Does your company establish and maintain records to prove that 
products have been inspected and tested? 





CONTROL OF INSPECTION, MEASURING, 
& TESTING EQUIPMENT (150-9001 4.11) 


Are documented procedures maintained to control, calibrate, and 
maintain all inspection, measuring, and testing equipment? 


Does your company determine the measurements to be made and the 
accuracy required and select appropriate equipment? 


Does your company appropriately calibrate and adjust all inspection, 
measuring, and testing equipment at regular intervals? 





The Score 
Mgmt Responsibility ш 
Quality System E 
Contract Review LJ 
Design Control ш 
Document Control! ЩЙ 
Purchasing eS 
Cus.-Supplied Prod. B 
Prod. Identification Ш 
Process Control E. 
Inspr & Testing EE 
inspn & Equipmt БЕ 


inspn Records E 
P Is responsibility for review and the authority for disposal of non- 
Non-conform. Prods ae conforming products clearly defined? 


Corrective Action 7 Are non-conforming products reviewed with а view їо being reworked, 
accepted with repair, put to alternative use, or rejected? 
Storage & Delivery BE 


Quality Records 8 
Quality Audits ш 
Training Se 
Servicing 8 


Stat. Techniques E 

























INSPECTION & TEST RECORDS (50-9001 4.12) 


Does your company record the inspection and test status of 
ali products? 





















Does your company establish and maintain documentation to ensure 
that products not conforming to requirements are not used? 










CORRECTIVE & PREVENTIVE ACTION (iso 9001 4.14) 









Does your company maintain documentation to ensure that corrective 
and preventive actions are implemented? 

















Do the procedures for corrective action include effective handling of 
customer complaints and reports of product nonconformation? 


TOTAL Do the procedures for corrective action include investigation of the 
cause of nonconformation? 

B Do the procedures for corrective action include determination and 
application of the necessary corrective action? 

Do the procedures for preventive action include application of controls 
to ensure that effective preventive action is taken? 


Do the procedures for preventive action ensure that relevant 
information on action taken is submitted for management review? 
























CONTROL OF NON-CONFORMING PRODUCTS (150-9001 4.13) 


ШИШИШИ 








STORAGE, PACKAGING, & DELIVERY (50-9001 4.15) 


1 Does your company maintain documentation procedures for handling, 
storage, packaging, preservation, and delivery of products? 


| Does your company provide methods for handling products that 
ИЙ prevent damage or deterioration? 


3 Does your company provide methods for storing products in designated 
storage areas or stockrooms to prevent damage or deterioration? 


4 Does your company control packing, packaging, and marking processes 
to the extent necessary to ensure conformance to specified needs? 


И Does your company apply appropriate methods for the preservation, 
* segregation, and post-inspection protection of quality of products? 


CONTROL OF QUALITY RECORDS (150-9001 4.16) 


Does your company establish and maintain documented procedures for 
mn identification, collection, indexing, and filing of quality records? 


ИШ Are quality records maintained to demonstrate conformance to specified 
| ME needs and the effective operation of the quality system? 


INTERNAL QUALITY AUDITS (150-9001 4.17) 


Does your company establish and maintain documented procedures for 
planning and implementing internal quality audits? 


Are internal quality audits scheduled on the basis of the status and 
importance of the activity? 


„Are internal quality audits carried out by personnel independent of 
those having direct responsibility for the activity? 


Are the results of the audits recorded, reviewed by the concerned 
personnel and the management, and corrective actions taken? 





TRAINING (50-9001 4.18) 


: Does your company establish and maintain documented procedures for 
identifying training needs and providing for such training? 


Is responsibility for training defined and trainers trained 
adequately? 


Are the personnel for performing specific assigned tasks qualified in 
ШЙ terms of appropriate education and training? 





SERVICING (150-9001 4.19) 


; Does your company establish and maintain documented procedures for 
performing, verifying, and reporting that servicing meets requirements? 


STATISTICAL TECHNIQUES (150-9001 4.20) 


Does your company identify and use statistical techniques to establish, 
control, and verify process capability and product characteristics? 


n Does your company establish and maintain documented procedures for 
4 implementing and controlling the application of these techniques? 














The Analysis 
75-150 Points: 

You are in trouble i 

need 150 certifi 

hurry. H the quality 

your product is below 
competitive standards, 
concentrate on each of 
the 20 areas to build your 
quality movement. If it is 
the lack of systems that 
has prevented you from 
scoring higher, build in 
these systems 
immediately as your 
company is far 
dependent on individuals 
for conforming to 
quality. 































151-300 Points: 

Plug the holes, a 

could be ready to а 

for 150-9000. Examine 
your weak areas to 
identify whether you are 
scoring well in some 
sections and badiy in 
others. Use this analysis 
to establish a set of 
priorities. Remember to 
train your workforce in 
the need for uniform 
standards rather than 
patchy brilliance. 


301-375 Points: 

Apply for certification 
immediately. Your 
systems and 
documentation 
procedures are in place, 
and it should not be a 
problem to convince the 
examiners. This 
certification will nat only 
vindicate the efforts your 
company has putin, it 
will also encourage you 
to explore global markets 
where the certificate is 
an article of faith. Be 
careful, however, 

not to let the 
achievement turn 

into a disincentive by 
creating complacency. 








Liberalisation. Globalisation. Reformation. Today, the only constant is change —and its unpredictability. 
To thrive on the chaos, you must be forewarned. Only then will you be forearmed with the new rules of doing 
ESS TODAY believes that. That's why we think harder about tomorrow. 





business. BUS 


Our mission: to keep you ahead of the pack. So, BUSINESS TODAY teaches you how to make money in the 
Rs 75,000 crore options and futures market before anyone else. Instead of a post-mortem on the budget, we 
warn that itis the politician in Manmohan Singh who is drafting Budget 94. And we go beyond petty games to 
forecast the state of the Euromarkets for Indian equity. 


That's not all. Our regular features are unique and pro-active. 
THE CASE STUDY: The only series derived from real corporates and real people, which raises issues about 
managing in post-liberalisation India. ! 


For subscription details write to Business Today, P.O. Вох 247, New Delhi 110 001. Also available on the newsstand 
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‘HE PRIMER: The only ratings of all the new equity issues before they open for subscription each fortni 





'HE ECONOMY FORECAST: The only macro-economic and sectoral prognosis of the Indian economy. 

"HE POLICY WATCH: The only monitor ofthe issues, the lobbies, and the people behind policy initiative in the making. 
THE MUTUAL FUNDS SCOREBOARD: The only ratings in terms of risk and returns ofall the country's mutual funds, 
THE APPOINTMENTS GUIDE: The only 16-page database on the best jobs open in the corporate world today. 


USINESS TODAY. Your survival guide for 2000. Because our world is the world of how-to. Because we give you 
he big picture. Because we are a publication of today for tomorrow. 
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COMPAQ FROM FUJITSU ICIM 
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Systems Integration from Fujitsu ICIM : Your freedom of choice. 


As India’s leading Systems Integration company, Fujitsu ICIM delivers integrated solutions built around 


m 
"Best of Breed" products and backed by line-of-business expertise. Our alliances with global leaders like 
Fujitsu, ICL, Amdahl, Sun Microsystems, Pyramid Technology and Datacraft have 

positioned us uniquely amongst IT companies to deliver mainframe and 


midrange solutions that meet your business critical computing needs. 





We will now offer you the best PC and Server solutions from COMPAQ. 


Global Networking from Fujitsu ICIM : Your gateway to the future. 
ж As a standalone user or a user on a network, Fujitsu ICIM will provide 
you with world class networking solutions that connect you 


to e-mail and information, voice and videotext services. 





Delivering business critical information to your desktop. 


The Service Edge from Fujitsu ICIM : Giving you the competitive advantage. 
Fujitsu ICIM has established itself as a reliable and high quality service provider, with years of experience 
in supporting mission critical applications. We are now a COMPAQ Authorised Service Provider, so you, 
as a COMPAQ user, have the assurance of the same quality support. 
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Wherever уои аге. Whenever уои want. 
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ESSAY-1 








A REVOLUTION AWAITED 


AN has striven for quality 
since the dawn of history. 
Early societies were depen- 


dent on the quality of food and the 
environment. In response to these 
needs, two basic strategies for 
managing for quality emerged: 
human sensing—judging quality by 
sight, smell, or feel—and lessons 
learnt—using past experience as a 
quality guide. 

Primitive nomads eventually set- 
tled into the sociological structure of 
towns and villages. With this arrange- 
ment came the division of labour: 
individuals being responsible for 
specific tasks within the community. 
There evolved craftsmanship, where 
the customer relied on the skill and 
the reputation of experienced crafts- 
men. With the growth of early tech- 
nology, additional strategies were 
adopted for quality: specifying needs 
by providing a sample; control of 
quality through inspection; war- 
ranties that products were fit for use. 

In large towns, the craftsmen orga- 
nised themselves into monopolistic 
guilds which were strict in their 
enforcement of product quality. Their 
strategies included: mandated speci- 
fications for raw materials, processes 
followed, and finished goods; audits 
of guild members' performance; and 
export controls on finished goods. 

The Industrial Revolution created 
the factory system. Power was har- 
nessed and machines did the jobs 











once performed by craftsmen. Small 
craft-shops. became obsolete, crafts- 
men became factory workers, mas- 
ters became factory foremen. Quality 
was managed as before through the 
skills of the workers, supplemented 
by departmental inspection, or 
supervisory audits. It also brought 
additional strategies for quality: writ- 
ten specifications for materials, 
processes, finished goods, and tests; 
measurement and test laboratories; 
and standardisation in many forms. 

Late in the 19th Century, the US 
adopted Taylor's system of Scientific 
Management. Central to the Taylor 
system was the separation of plan- 
ning from execution. This made pos- 
sible a rise in productivity, but dealt a 
crippling blow to craftsmanship and 
had a negative effect on quality. To 
compensate, factory managers set up 
central inspection departments head- 
ed by chief inspectors. Still, the priori- 
ty given to quality declined and the 
leadership of the quality function 
became vague. 

Following World War H, the 
Japanese embarked on a course. of 
reaching national goals by trade rather 
than by military means. Prior to the 
War, the export of poor quality goods 
had earned Japan a national reputa- 
tion for shoddy products. To solve 
these quality problems, the Japanese 
devised unprecedented strategies for 
creating a revolution іп quality. 
Upper managers personally took 
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charge of leading the revolution. All 
levels and all functions underwent 
training in managing for quality. 

Quality improvement was under- 
taken as a continuing, revolutionary 
pace. Through quality circles, the 
workforce was enlisted in quality 
improvement. As a result, the Jap- 
anese became the world’s quality 
leaders. Worldwide, industry after 
industry has had to struggle with the 
onslaught of high-quality but 
reasonably-priced products from 
Japan, South Korea, Southeast Asia, 
and now, China. On the other hand, 
Indian companies are consumed 
іп implementing 150-9000 quality 
assurance systems. 

As we nearthe 21st Century, India 
needs a Quality Revolution. Already, 
there aresomesigns that a movement 
may be gathering force, but we need 
to hasten the process manifold. The 
Quality Revolution will be charac- 
terised by astronger focus on the cus- 
tomer to the point of being a passion. 

Quality will become integral to 
strategic business plans. Quality 
goals and objectives will be set at the 
corporate level and deployed 
throughout the organisation. 

Companies will develop and 
implement new means of identifying 
customer needs and expectations, 
and for translating these into high- 
quality goods and services. 

Companies will develop better 
methods for identifying poor quality 
and eliminating the associated costs 
of poor quality. In fact, companies 


will more than double their profits 
without capital investment. Cycle- 
time reduction will be an obsession. 

Companies will benchmark their 
quality performances against those 
of their competitors and leading 
organisations in other industries, 
The desire to be the best-in-class will 
be paramount. 

In the Quality Revolution, manag- 
ing for quality will become a way of 
life in every function and at every 
level. Consequently, performance 
appraisal systems will focus on 
quality management. Ownership of 
cross-functional business processes 
will fortify ownership of functions. 

Organisations will invest heavily 
in educating their most valuable 
resource. This will become theircom- 
petitive edge. Self-directing teams of 
employees, professionals and man- 
agers will continuously improve their 
own performance and drive cross- 
functional quality improvement 
throughout the organisation. 

Companies will use training as a 
Strategic weapon. They will train all 
their people in the basic concepts of 
quality management, tied closely to 
job functions and individual needs. 

By 2000, many firms will have 
achieved levels of efficiency and 
quality unimagined now. Others will 
be scrambling for survival. 

India’s National Quality Award 
will drive quality in the Afro-Asian 
region. The Prime Minister's Office 
will have a Quality Council. And the 
Quality Revolution will never end. 
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| If vou are planning to raise capital abroad 
| contacting ING Bank is a capital idea! 
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From the тегу beginning, ING 
Bank х international focus has 
been on “emerging markets 
banking". A term used to 
describe banking services for 
fast-growing economies. like 
India’s. ING Bank $ experience 
and expertise in the field are 
second to none. 

It was the first commercial hank 
to organise an NLG Bond Issue 
for an Last European. country. 
First to. structure a corporate 
issue in Poland First to arrange 


Brazilian Lurohonds Erst in 


Internationale 
Nederlanden 
Bank 





privatisation financing with 
deht conversion in Argentina 
and Mexico. The list goes on... 
The bank facilitates financial 
interaction between emerging 
and developed markets. Helping 
clients in emerging markets 
access funds from foreign 


investors. Here, the bank's 


strong presence in all the world х 
major financial centres is a 
major advantage. This unusual 
duality is underlined by the fact 
that Euromoney declared ING 
Bank the best foreign bank both 
in the U.S. as well as in Poland! 
The good news for business- 
men in India is that ING 
Bank's international invest- 
ment banking expertise is now 
at their service. 

So if you're looking for funds 
overseas, the bank vou need is 


over here! 
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The Dutch bank with an international accent! 
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If you'd 
like to 
discuss 

business 


B usiness need not be stiff shirts and three-piece suits. 

Come the way you are. 

In a relaxed environment, you'll discover that we make good business sense. 

To you in the role of an investor. 

Or in the role of a customer seeking finance. 

Backing us are simple plans tailor-made to suit your needs. And outstanding credentials. 
Stunning performance. Year after year. 


Come to Escorts Financial Services. 
Because bonds of trust make great business sense. cz 
And as you sip your coffee you'll realise 


that they have a great future with us. Е; CORTS Fin ANCIAL Services [мт 


WE UNDERSTAND FINANCE BECAUSE WE UNDERSTAND PEOPLE 
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Faridabad: Phone: 285957, 280571 * Hyderabad: Phone: 811521, 841080 • Jaipur: Phone: 310286, 321562. 
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As you ready for the Juran judgement? In qua- 
lity management, the term benchmark is used to 
designate the best practices. Quality Benchmarks 
For Executives, developed by quality guru Joseph M. 
Juran’s Juran Institute—and made available to 
BUSINESS TODAY by quality consultant Suresh Lulla, 
who runs the Asian affiliate of the Juran Institute, 
the Bombay-based Qimpro Consultants—sum- 
marises the best practices with respect to execu- 
tive leadership for quality. Established by examin- 
ing the specific activities of the CEOs of quality 
organisations, they provide the definitive bench- 
marking exercise for leaders of quality movements. 
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Benchmark 


QUALITY VISION 
1. Quality Vision 

A quality vision is a general statement of what your organisation will become and how 
good your organisation intends to be at that activity. For example: “We aim to be the best 
managed electric utility in India.” A quality vision creates a common focus for the 
organisation and a basis for strategy. Tick the box following the statement that describes 
your organisation most accurately: 








WHAT AM 
00 YOU Y- PSYCHIC 
PLAN TO — OR SOME- 


We have a written quality vision that is the basis for strategic planning and 
THING 77 


decisions throughout the organisation. 

EB We have a written quality vision that is the basis for the implementation of 
quality initiatives, but it is not the basis for broader strategy. 

We have a written quality vision, but itis not the basis for strategy or 
implementation. 


Dn We have no written quality vision, but there is general agreement among 
the top leadership on where we are headed with quality. 


THE TEST We have no idea what our quality vision is. 


The test is built around 


the five major STRATEGY & DEPLOYMENT 


dimensions that relate to 7 

executive leadership for 2. Strategy With Customer Focus | m 

quality: quality vision; À quality strategy is based on the vision, information on what is important to customers, 

strategy and and how customers view quality. À quality strategy is usually expressed as part of the 
strategic plan for the overall business. Tick the box following the statement that 


eployment; ; DAR 
der loym 4 describes your organisation most accurately: 
organi : 
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resour We have a clear written strategy for quality. Integral to our strategy, it is [А] 
; апа quality based on solid, scientific information about our customers’ needs/satisfaction. 

ese are, in 8 | We have a clear written strategy for quality. it is based on solid, scientific [5] 
turn, divided into 24 information about our customers' needs/satisfaction. 
benchmarks of We have a clear written strategy for quality. It is based on limited 
outstanding practices by information about our customers’ needs/satisfaction. 
CEOs who are leading We have a written strategy for quality. Data on customers‘ [o] 
their organis | needs/satisfaction have not been included in developing it. 
towards the і We have no written strategic plan for quality. 8 


quality. 
This test is intended for 
1isations at all 3. Quality Goals 

Quality goals are specific, measurable, and related to the quality of the goods and 
services provided by the organisation. Some people prefer the term objectives for this 
concept. Quality goals may be set on a number of different bases: the needs and 
satisfaction of your customers; your performance compared to your competition; 
n di specific performance defects; or costs of poor quality. Tick the box following the 

c concepts will find Am AE Aaa vitae sent] ета 

| : statement that describes your organisation most accurately: 

this overview helpful in 


orienting themselves to 
their personal roles. 
Executives who have 
already experienced 
considerable success in 
quality management will 
benefit from a quick 

iew of what they have 

ieved and a concise 
assessment of the actions 
that may b ded. 


cutives who are just 
aginning to explore the 


The total organisation has long-term quality goals based on reliable data 
about current quality performance and customer needs/satisfaction. 


We have long-term quality goals based on data on quality performance, 
customer needs/satisfaction. Current status measurements not included. 


The total organisation has specific, measurable short-term quality goals 
with respect to its customers and/or its own internal operations. 


We have quality goals that relate only to the quality process; training, 
teams, and so forth. 


We have no quality goals. 


HBOHBH 
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Your Practices 


~ 4. Deployed Goals THE METHOD 


Goals must be divided into smaller objectives, and specific individuals must be assigned Each benchmark 
the responsibility and the resources to meet every objective. These assignments may һе accompanied by 
made to organisational units or cross-functional quality teams. Only people (either description and 

collectively or individually) can complete the activities needed to achieve a specific goal. 
You must plan explicitly for who will do the work and what resources they will have. Tick 
the box following the statement that describes your organisation most accurately. 





















specific level of 

p performance th 
characterises 
organisation best hy 
ticking: 


All components have quality goals set through negotiation and data nt 
ME analysis. Meeting these will result inthe organisation reaching its goals. | 


All components have quality goals set through negotiation. 


Each component has set its own quality goals. 


Individual components of the organisation have arbitrary quality goals set 
by upper management. 


| Individual components of the organisation do not have specific quality 
; ЖИШШ goals. 





5. Monitoring Progress Toward Goals 

The results with respect to each goal must be measured regularly for the total 
organisation and for each relevant component. Upper management must assign clear 
responsibility for action when actual performance is not meeting the goals. Tick the box 
following the statement that describes your organisation most accurately: 


PE Progress against quality goals is routinely measured. Results reviewed 
MN regularly at all levels of management. Corrective action is prompt. 


PEE Progress against quality goals is routinely measured throughout the 
ME organisation. Results are reviewed regularly at all levels of management. 


ME Progress against quality goals is routinely measured. Results are 
ME reviewed only occasionally by upper management. 


Progress against quality goals is measured infrequently or for only some 
goals or for only some parts of the organisation. 


СЕЕ 


Progress against quality goals is not measured. 





„ ORGANISATION & RESOURCES 
6. Quality Council 


Upper managers must lead the quality effort. The names may differ, but some sort of 
quality council or steering committee is needed to perform the functions required of 
upper mangers jointly. Quality councils have several responsibilities. The next four 
benchmarks highlight the most critical: set priorities, establish cross-functional teams, 
provide resources like training and time, and review progress.Tick the box following the 
statement that describes your organisation most accurately: 





OUR NEL) STRATEGY TS 

| TO MAKE DEFECTIVE 

] PRODUCTS AMD CHARGE 

| FOR TECHNICAL SUPPORT 
TT i 







енй 

























. ЧРИ WEN HER OUR USER 
Our upper managers meet as a group on a regular basis—at least monthly— Al PANUAL TS TOTALLY 
to review the status of quality and take action. INCOAPREHENSIDLE 
DEL Our upper managers meet as a group on a regular basis, but less frequently Гв 
than monthly, to review the status of quality and take action. | 
fag Our upper managers meet about quality on a regular basis, but there is little Íc 
WU constructive action. | 
Upper managers meet infrequently on an ad hoc basis to review, plan, and о] 
lead quality. i 





B We have no quality council or similar meeting. E] 
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7. Set Priorities 
Quality improvement comes only project by project. So, it is critical that the most 
important projects receive priority. Upper managers set these priorities in quality, 
just as they set priorities in other areas. You are expending all this effort on quality 
because you need to rid the organisation of the losses from costs of poor quality and 
because you have adopted a strategy to satisfy your customers. To achieve these 
ends, you must work on those items that have the greatest cost of poor quality and 
those that affect customer satisfaction the most. It is absolutely critical to use 

data for prioritisation so that the right items are addressed. This prioritisation 

is not, however, strictly mechanical. Choices may be made where data are not 
comparable. Tick the box following the statement that describes your organisation 
most accurately: 


Selection of quality projects based on data on customer evaluation of | A 
performance, deficiencies in goods, costs of poor quality and quality culture. | 
Selection of priority quality projects based on reliable data in three of the i8] 
four categories in statement A. i 
Selection of priority quality projects based on reliable data on either Ге 


customer evaluation of performance or costs of poor quality. i 


Upper managers select priority quality projects without sufficient [p 
reliable data. 


апааа 


Upper managers do not select priority quality projects. Н 


8. Establish Cross-Functional Teams 

The most important quality improvements almost always require cross-functional teams 
for their success. Planning the quality of new or replacement goods and services also 
requires cross-functional teams. These teams need to follow formal, mandated, 
structured processes. Tick the box following the statement that describes your 
organisation most accurately: 


>» | 


We have many formal cross-functional teams solving quality problems and 
planning the quality of new or replacement goods. 


We have many formal cross-functional teams solving quality problems, but 
they don't yet plan the quality of new or replacement goods. 


We have a number of cross-functional quality teams assigned by upper 
management, but we probably need more. 


1 


We have very few cross-functional teams assigned by upper management. 


т) 


We have по cross-functional quality teams assigned by upper management. 


ieii- ie 


9. Provide Resources 

The success of quality teams depends on the resources used to do the work. The most 
critical resources include the following: training; time for meetings; data collection and 
analysis; facilitator support; data analysis support. Tick the box following the statement 
that describes your organisation most accurately: 








Án All teams are supported adequately with all the above resources. | 
с 

в | Most teams have all of the above resource support. | 
c Most teams have adequate resource support, except that they generally Ге 

need тоге of the following resource (please fill in). | 





m We need to provide most of our teams with better resource support. 


El No specific formal provision is made for team resources, 


















































10. Review Progress 
Upper management must provide constructive, effective review for on-going quality 

M Hie that they have established. These reviews consider questions such as: Is the 

` team following the established methodology? Is the team experiencing any difficulty that 

upper management can alleviate? What limitations do the data have? What does the team 
plan to do next? The approach should always be one of support and encouragement. Tick 
the box following the statement that describes your organisation most accurately: 


Upper management receives monthly short status reports, has at least ГА 
three progress reviews of a project,offers constructive reviews. | 


Although less frequent than in statement A, upper management does 
conduct regular, constructive, and supportive reviews. 


Upper management reviews are constructive and supportive, but they 
are not on an established schedule. 


BHEHEBBH 


Upper management reviews frequently second-guess or criticise ID 
the team. | 
There аге no upper management reviews. |E 


. 11. Customer Data 

` Quality leadership requires data on the following items: identification of customers; 
customer needs expressed in terms of benefits sought; the relative importance of each 
need: customer evaluation of your quality; customer evaluation of the competition's 
quality; measures of the performance of the competition's goods and services. Data on 
these items are adequate if they are prepared using appropriate statistical methods and 
scientific samples that include both current customers and potential customers. They 
must have been prepared recently enough to reflect current conditions. Tick the box 
following the statement that describes your organisation most accurately: 


- 


X 


We have data that fulfil all of the above. 


We have data that fulfil all of the above, except that some information is 
out of date. 


B We lack adequate data on one or two of the six elements listed above. iC 
m We have adequate data on at least two of the above items. D 
Most of our information fails to meet the above conditions for adequate [Е 


data. 


[3 

12. Costs Of Poor Quality 

Costs of poor quality are all the costs that would disappear if all work were performed 
perfectly every time. These include: the costs of looking for the deficiencies; the costs of 
repairing, replacing, or doing work over again; the costs of taking care of the customer 
who has suffered from the deficiency. Reasonably reliable, systematic estimates are 
sufficient, The precision needed is only that required for making decisions. Tick the box 
following the statement that describes your organisation most accurately: 


>| 


Our data relate to all activities in the organisation and have sufficient 
detail to be the basis for selecting quality improvement projects. 


Our data can be used to identify specific improvement opportunities, but 
they cover only some activities in the organisation. 

Our data lack sufficient detail for identifying specific projects, but they 
are still helpful. 


5] 


с 


c 


Our data lack sufficient details to be helpful. 


] 


ааваа 


m 


We have no data on costs of poor quality. 
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timely investment for the prosperous future of your company. Come to NEPC MICON. 

For, being the best is what. we are all about. And that means world-class 
standards, verified by the prestigious Det Norske Veritas (DNV) certification from the reputed 
Norwegian institute. 

Almost a decade back, we pioneered wind turbine technology in India, 
collaborating with world leaders MICON of Denmark. Today, we command a 78% share of 
the market and have installed over 500 machines, covering a wide range of power 
requirements. 

These produce over 125 MW of power to satisfy the needs of an impressive client 
list — the Kotharis, Madras Cements, South India Viscose, the Danida Project, Union Carbide, 
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IT'S JUST LIKE LIFE INSURANCE, 


GO IN FOR THE BEST NOW 
AND YOU'RE FREE FROM WORRIES 
FOR THE REST OF YOUR LIFE. 


commissioning. This includes project report preparation, site identification, micrositing, 
equipment supply, foundation laying and electrical supplies. Besides, we will help you source 
funds and get various government sanctions required. 

Our installed production capacity of 600 wind turbine generators per annum is 
due to the éfforts of an excellent staff — professionals who complete installations very quickly 
and deliver a sound service backup. Which means you will have no need for middlemen or 
any other consultants. So why settle for anything less? 

For more details on how to get a lifetime's worth of trouble-free power, just attach 


your visiting card and mail us this coupon. Or fax it to 044-8522553/8524709. 
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Wind powering the nation 
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13. Internal Culture Information 

Data on the internal culture of the organisation can help upper managers identify the 
strengths and weaknesses that they are facing. Such information can also help identify 
quality improvement opportunities that address employee needs and satisfaction, Tick 
the box following the statement that describes your organisation most accurately: 


We have current, systematic, and reliable information specifically collected ГА 
to assess our internal quality culture. | 


We have systematic, reliable information specifically collected to assess our [e] 
internal quality culture. It is, however, out of date. | 


We have systematic and reliable information that gives insights into our Ге 
quality culture, But it is incomplete and not collected for the purpose. 


We have incomplete, but useful, information on our quality culture. [o] 
e 


We have only our personal perceptions about our quality culture. [E 


BBEOHBH 


14. Audit of Quality Systems 

An audit of the quality systems by upper managers is an important tool for keeping the 
organisation on track. Upper managers develop the key questions about the status of 
quality within the organisation. Subordinates assemble and summarise the information 
to answer the questions. Upper managers evaluate the results and decide on a course of 
action for improving a system's performance. Tick the box following the statement that 
describes your organisation most accurately. 


Upper managers periodically conduct such a comprehensive audit; at least | А 
annually for critical activities and biannually for all. 

B We have had a comprehensive audit led by upper managers, but not [e] 
recently. 

We have had an audit of our quality systems, but upper managers were not ic] 
personally involved as described above. i 

m We have had a quality audit but it was not comprehensive and was 2] 
confined to а few functions. 

B We have never had a quality system audit. [Е] 

QUALITY CULTURE 


15. Leadership Style 

The style with which you and the other members of the upper management team lead 
your organisation will have an important impact. While there are many variations of 
leadership style that have been successful in establishing effective quality management. 
there are some common themes. In this case, we are focusing on the degree to which the 
senior managers demonstrate faith in their subordinates through their style of 
delegation. In the first column below, tick the box that follows the statement which 
comes closest to describing most members of your top management group. In the 
second column, tick the box that follows the statement which comes closest to 
describing your own style: 


We anticipate that our subordinates will usually make sound decisions. 
We concentrate on providing overall goals, methods and resources. 

We anticipate that our subordinates will usually make sound decisions. 
We delegate extensively. 

We anticipate that our subordinates will usually make sound decisions. 
We provide careful detailed reviews of their work. 

Our subordinates require detailed operational instructions from us, but 
we can usually count on good results. 

Our subordinates require careful review of their work and frequent 
direction from us on what to do. 


> 
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16. Personal Involvement 
The following are some typical examples of personal involvement: change meeting 
agendas to emphasise quality; meet frequently with people at all levels; serve on some 

F project teams; attend training seminars; deliver training; meet customers; lead 
community-based quality efforts. In the first column below, tick the box that follows the 
statement which comes closest to describing the personal involvement by most 
members of your top management group. In the second column, tick the box that follows 
the statement which comes closest to describing your own involvement: 


=| 


Very frequent, at least 20 per cent of total time. 








| EMPLOYEES FOR. |, м 
NOT DOING THE 
| THINGS (UE TEU 
ТАНА NOT ID DO 






Frequent, about 10 per cent of time. 
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Occasional, about 5 per cent of time. 


E 


Sporadic, less than 5 per cent of time. 


Almost never. 


em D Pu 


* 17. Consistency 
Consistency in quality means not allowing the ordinary rush of business or even 
extraordinary events to slow or suspend the process. In the first column below, tick the 
box that follows the statement which comes closest to describing most members of your 
top management group. In the second column, tick the box that follows the statement 
which comes closest to describing your own style: 


We almost never allow other activities to interfere with assigned or Al 4 
scheduled quality responsibilities. 


We usually succeed in supporting and completing quality activities, 
and we seem to be getting better at it. 


We try to be consistent, but we still find ourselves placing other 
activities ahead of quality too often. 


We would like to be consistent, and we have some experience 
giving priority to quality activities. 


Quality is one of many initiatives that competes for time and 
attention. 
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18. Elimination Of Blame 

gAn atmosphere of blame makes it difficult to identify improvement opportunities and 

"remedy them. Blaming individuals does not solve problems; it only creates hostility and 
discouragement. In fact, if we continue to blame people, we will create a situation in 
which we will be fundamentally unable to solve problems because individuals will be 
fearful of identifying, describing, or working on problems. In the first column below, tick 
the box that follows the statement which comes closest to describing most members of 
your top management group. In the second column, tick the box that follows the 
Statement which comes closest to describing your own style: 


Complaints are viewed as an opportunity to uncover the root cause. We [A 
consistently expect that the root cause will not be an individual's fault. 


в | We are reasonably consistent іп not trying to assign blame. 


While we will still try to assign blame on some occasions, we are slowly f Íc 
[e сүс 

becoming less blame-oriented. 

We do not shoot messengers for bringing bad news, but we usually [>| [o] 

want to find out who is at fault. 





Е | We usually dismiss bad news and often, shoot the messenger. 


























THE SCORE 
Quality Vision 


Strategy With 
Customer Focus 


19. Data-Based Decisions 












Quality Goals 
Deployed Goals 


Monitoring Progress 
Quality Council follows the statement which comes closest to describing your own style. 


Setting Priorities We consistently base our decisions on the analysis of data and 


routinely ask for the relevant data analysis when faced with a decision. 


When given the data, we consistently use it in making decisions. We do 
not always actively request the data. 


We usually base our decisions on the data provided; however, we 
often waste time arguing about the validity of the data. 


Establishing Teams 
Providing Resources 
Reviewing Progress 
Customer Data 

Cost of Poor Quality We frequently base decisions on data, but we also ignore it frequently. 
Internal Culture 
Quality Audit 


Leadership Style 


We have done little to improve our use of data in decision-making. 


BEBRBBH 


20. Changing Culture Through Action 
Personal 
involvement 


Consistency 
Blame Elimination 
Data-based Decision 


Action your organisation most accurately: 


Training prepares participants to work as team members using various tools 
within different quality processes and follows up with specific use on the job. 
Training prepares participants to work as team members using various tools 
within different quality processes. 

Training consists of tools, concepts, attitudes, and individual responsibilities. 
At least seven different quality improvement tools are provided. 

Training consists of tools, concepts, attitudes, and individual 
responsibilities. Fewer than seven different tools are taught. 

Quality training focuses primarily on concepts and/or individual attitudes 
and responsibilities. Or there is no quality training. 


Participation 
Providing Time 
Recognition 
Financial Reward 


TOTAL 


uongo 


21. Changing Culture Through Participation 


that describes your organisation most accurately. 


As a matter of routine, we include the affected people in planning change. 


в | We often include the affected people in planning for change. 


We include the affected people in planning for change, but only in minor 


g matters. 


р | We rarely include the affected people іп planning change. 


We never include the affected people in planning change. 
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We have already seen that quality depends on good data. It also depends on executive 
leadership in using that data.Basing decisions on data does not remove the need for 
judgement. Using data, however, reduces the margin for error in these judgements. It also Я 
makes it easier for groups to agree on а common judgement and accept the final solution 
because the data either determines or sharply limits the range of possibilities. In the first 
column below, tick the box that follows the statement which comes closest to describing 
most members of your top management group. In the second column, tick the box that 








Attitudes change as a result of the activities in which individuals participate. Efforts to 
change attitudes directly are rarely successful. The type of training that you provide is 
one indicator of the orientation of your efforts to create a quality culture. Training or 
other activities that focus directly on changing people's attitudes will create, at best, 
short-term changes. Such attitude-oriented approaches will probably create long-term 
cynicism and even outright hostility. Tick the box following the statement that describes 
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Providing for ample participation helps reduce resistance to change. If individuals are 
involved in planning a change that will affect them, they are more likely to accept or even 
be enthusiastic about the change. On a practical level, such involvement increases the 
chances that their needs and concerns will be met. Tick the box following the statement 
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22. Changing Culture by Providing Time 
People often require time to adjust constructively to proposed changes. Providing this 

" time should not create paralysis. Beyond the simple organic basis for human change, 

* providing time also gives the opportunity to come to accommodation on matters that are 
in dispute. Sometimes, resistance to change actually reflects real problems that should 
be addressed. Tick the box following the statement that describes your organisation 
most accurately: 


We usually provide enough time for people to adapt to changes and 
actively plan for dealing with resistance. 


n 
в | We usually provide enough time for people to adapt to changes, but we 
H 


Ge 


frequently have no active plans for dealing with resistance. 
We delay change not because of active resistance, but because we fear 


e 


that resistance and are reluctant to address it directly. 


We probably should provide more time for people to adjust to some of 
our major changes. 


LE 
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We demonstrate little or no concern for people's adaptation time. 


{ 23. Motivation Through Recognition 


Recognition is a strong non-monetary incentive to adopt change. One can almost never 
provide too much recognition. Recognition must be in a form that is valued by the 
individuals being recognised. One of the most powerful forms of recognition is often the 
active and personal participation of upper managers in the review, discussion and 
implementation of the results or projects on which other individuals have worked. Tick 
the box following the statement that describes your organisation most accurately: 


pun 


We provide ample and frequent recognition for achievements in quality. 
The recognition is of the kind that is valued by our people. 


We provide ample and frequent recognition for quality, but the 
ИШ recognition may not be the most appropriate for our people. 


We provide systematic recognition for quality, but we need to do more 
of it. 


Dn Recognition for quality is erratic and varies substantially throughout the 
organisation. 


SEE 


We provide little or no recognition for achievements in quality. 


24. Motivation & Financial Reward 


" In general, there should not be a separate system of financial rewards for contributions 
to quality. Quality is part of the job, and quality should be one of the primary 
determinants in the overall processes of performance evaluation, compensation, and 
promotion. Appropriate evaluation factors for quality include customer satisfaction, 
improvement in critical quality indicators, costs of poor quality and effectiveness of 
quality systems and processes.Tick the box following the statement that describes your 
organisation most accurately. 





SIONS 


Our processes for merit rating, compensation, and promotion 
erice may 


incorporate performance with respect to quality as a major factor. 


Our processes for merit rating, compensation, and promotion 
incorporate performance with respect to quality as one of many factors. 


Quality is part of the merit rating, compensation, and promotion 
processes in several parts of our organisation. 


Very few managers have quality as part of their financial reward 
process. 


Performance with respect to quality is not included in our financial 
reward systems. 
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LEADERSHIP THROUGH TECHNOLOGY 


BLUE STAR 


Coots THE THREE THINGS LIFE DEPENDS UPON 





Air, FOOD Амо WATER. 


What's the right choice for 
Pepsi as well as the real thing for 
Coca Cola? Blue Star cooling 
precision! That's why both Pepsi and 
Coke chose Blue Star. Pioneering 
the airconditioning of India's 
skyscrapers in the 60's, Blue Star is 
today a single source for 
airconditioning & refrigeration 
needs. The unanimous choice for 
Kodak, General Motors, Wrigleys, 
Raymonds, Morgan Stanley, for 
Calcutta's Metro and India's satellite 
launch stations. 


Leaders in food refrigeration too, 


Blue Star chilling is in evidence at 


BLUE STAR Ji 


INDIA'S LARGEST CENTRAL AIRCONDITIONING COMPANY 















every stage in aquaculture, - 
mushroom farms, meats, fruit, dairy : 
and vegetable products. Blue Star. 
chillers, cold rooms and refrigerated | | 
trucks handle every cooling need . 
from food processing to food 
storage to food transportation. 
What's more, Blue Star also 
pioneered water coolers in India, now _ 
in demand all over the Middle East. - 
Never seen, never heard, vel 
quietly at work in homes, hotels. 
offices, factories, laboratories, 
hospitals all over India and abroad. 
One name is quietly at work. Blue 


Star. You can depend on it. 
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Ti first man outside North America to receive 
the American Society for Quality Control’s lifetime 
achievement award, D.L. Shah, Chairman Emeritus, 
Perfect Machine Tools, has less faith in formal 
quality theories than in a set of simple paradigms: 
that product quality is what is perfect from the 
customer's point of view, and that the customer 
must be satisfied at all costs. His charismatic style 
has been to instil in the workforce a sense of pride 
in their work, and to empower people to develop 
their skills. For, quality is more than just a manage- 
ment technique to Shah: it is a mechanism that can 
transform a human being and free him. 











N November 28, 1994, when 
the American Society for 
Quality Control ASOX 


the Testimonial 
Award to Dahyabhai Lallubhai Shah 


at a ceremony in Bombay—making 


presented ASCX 


him the only Indian who has ever 
received the award—the occasion 
earned just a cursory mention in the 
next day's financial newspapers 
After all, the frail 88-year-old Shah is 
hardly a typical captain of industry 
For one, the turnover of the com- 
pany Shah founded in 1947— Perfect 
Machine 


Rs 60 crore. Closelvy-held, РМТ itself is 


Tools (PMT)j—is a mere 


little-known outside the machine 
tools industry. And only the automo 
tive industry, which is PMT's principal 


customer, has ever heard of Shah 





| 


Yet, he 
North America to be aw 
lifetime achievement award | 
Says Navin S. Dedl 
(US)-based chairn 


is the first perso 





ASO 


California 


the ASQC's International Chapter 


have the utmost respect for him. Н‹ 


one of the real pioneers of the q 


movement in India 


the cornerstone of his a гк al 
guiding principle of his а! 
Total quality S critical 
machine tools, which are know 
mother machines. Even the sligt 
deviation from specifications 
machine tool has a cas 
on a chain of downstre 11 prod 
But has an 86 per cent 
of the automatic lathe hii 


automats—market; 60 


(Quality has b 


| outsiace 


rded this 
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D.L. Shah (centre 
once woke up his 
seniormost 
engineer at 6 a.m 
and sent him to the 
Kashipur Gun & 
Shell Factory 
where РМТ" 
service engineers 
had been unable t 
solve a machin« 
problem. Th« 
engineer 
Kashipur for tw« 


stayed at 


months 





“When we 


say 20 carats, 
we don't have 
to deliver 40 
carats, but we 
must deliver 
20 carats 
consistently" 


Y.N. ATHAVALE 


(CORPORATE OPERATIONS 


PMT AUTOMATIC 








the cNC—computerised numerically 
controlled—internal grinders market; 
and 80 per cent of the ophthalmic 
lens machines market 

Interestingly, Shah is the first to 
admit that he had never even thought 
of quality as a philosophy until he 


began exporting machine tools in 
1968; today, PMT's exports to Eastern 
Europe, Africa, and Asia account for 
12 per cent of its turnover. When PMT 
started its manufacturing operations 
in 1963—the German machine tools 
firm, Traub, then held a 60 per cent 
stake in the joint venture, but it sold 
off its stake to Shah in 1978—its 
factory in Pune became the first 
company to produce automats in 
the country 

In 1966, the devaluation of the 
rupee made it impossible for PMT to 
pay for its imports of machinery 
within the six months specified by 
the Bank of India. 
ever, Shah managed to get special 
from the 
commerce to do so with one—criti- 
cal—string attached: PMT 
have to export machine tools worth 
at least three times the amount it 


Reserve How- 


permission ministry of 


would 


would remit 

Soon, says Shah: “I realised that 
quality is the most important factor 
Everything else is secondary. | learnt 
from necessity. It was a question of 
survival." Debabrata Mitra, 60—the 
first engineer Shah recruited, and the 
general manager in charge of appli 
cations engineering and quality of 
PMT Automatic 


the Rs 28-crore 








Machine Tools—remembers Shah 
telling him that he should learn 
everything he could from Traub's 
engineers 

"He caught on very early that 
knowhow doesn't mean the bunch of 
drawings a collaborator gives you," 
says Mitra. "It means not only the 
design, but the process, the concept, 
and the culture. And then, you try to 
make the concept of quality itself the 
culture. So, you never say: that is 
good enough. Let it be. That is what 
Mr Shah taught me. Good enough is 
not enough." 

Over the decades, quality has 
become far more than a manage- 
ment technique or a tool to hike 
corporate performance for Shah. “If 
vou have the urge to be the best—to 
be perfect—nothing can stop you," 
says Shah. "The quality process is a 
mechanism that creates this urge. It 
can transform a human being." 

Quality as religion? That smacks 
of dogma. And Shah is against all 
forms of dogma. "Everybody has the 
same goal: quality. But the methods 
of implementing it may be different. 
Do not become dogmatic about the 
process of quality. My goal is defined: 
satisfaction. That the 


Guiding Principles l 


customer 











Product quality is what is 
perfect from the 
customer's viewpoint 


Every commitment made 
to the customer must be 
honoured 



















.| Communicate the idea 
Set a personal | throughout the company 


example 












A quality CEO must have: 


| A sense af a [ 
| Pride in his work 


| Clarity of purpose 


Adrive for 
perfection 











Acommitment | 
to quality 





| 


machine should give him highest 
productivity. How you reach that 
destination is your choice." 

Quality total quality 
management, Quality by design... 
Shah isn't really interested. He would 
rather sketch in the skeletal struc- 
ture—a set of simple paradigms— 
and leave the fleshing out to his team. 
Shah's quality rules: 

B Product quality is what is perfect 
from the customer's point of view. “If 
the customer says that this is the best, 
itis the best." So, a quality product is 
different from the perfect product. 
Shah's favourite example to dis- 
hearten quality utopians: there is no 
point in making chemically-pure salt 
for the consumer market. For, the 
consumer does not need it. 

Ш Every commitment made to the 
customer must be honoured. Once 
the customer has been promised 
certain standards, they must be 
delivered without the  slightest 
deviation, however difficult it may 
be. Says Y.N. Athavale, 60, vice-presi- 
dent (corporate operations), PMT: 
"When we say 20 carats, we don't 
have to deliver 40 carats. But we must 
deliver 20 carats consistently." 

@ The customer must be satisfied at 


circles, 
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No matter what the cost, 
the customer must be 
satisfied 












" опу when a man is 
free, can he 
| blossom" 








Empower 
people 


















Motivate 
employees Create an 
е асва environment 
where the 
ae employee is 
chords in a worker to free to 
~ get quality" develop 
himself 









whatever cost. "Mr Shah's principle 


has always been: never run away if 


there is a problem," says Mitra 
"Stand on the customer's shopfloor 
and solve the problem so that he 
knows that PMT will betray 
him." While those are the three para 
digms that Shah's—and 
PMT's—Qquality 
are also six attributes that Shah feels 
a CEO have then 


organi 


never 


define 
philosophy, there 


must and must 


instil in every man in his 
sation. He must have 

@ ^ penchant for perfection. That 
whatever you do, you must do your 
best. 

B A commitment to quality and 
perfection in quality 

B ^ determination that customers, 
suppliers, and collaborators must 
salute the company's performance 
@ ^ resolve that the customer must 
feel confident about the company's 
good intentions towards him 

fact, the other attri 
butes flow from these two—the CEO 


Lastly—in 


must have: 
E ^ sense of honour and pride in his 
work. 

@ A firm mind. “I have always won 
dered: what sort of man was he who 
Meenakshi 


"He must have been à 


created the temple 
muses Shah 
quality man: a craftsman with a firm 
mind and pride in his work. When h« 
worked, all waslost to him, even God 
Only his art remained.’ 
Motherhoods? Perhaps. But there 
are ways by which you can get your 
workforce to adopt this credo 





M Shah's 


principle has 
always been: 
stand on the 
customer's 
shopfloor and 
solve the 
problem" 


D. MITRA 
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On quality as 
change 
mechanism 


On product 
quality 


ш By setting an example The CEO 
g | 


must himself believe in them, and 
not stray from them. Ever. This Shah 
has done. Says Dileep R. Tambe, 50 
vice-president (technical) who 
recently joined РМТ 


Kirloskar Group 


from the 
"In the machine 


tools industry, he has always been | 


seen as a sort of father-figure. A man 
who personified -quality in his even 
dealing and wanted every man he 
came in touch with to inculcate 
quality as a way of life." 

ш By training people. Not only has 
pmt encouraged and institutionalised 
Pune 


continuous training—its 


campus boasts of a large B-school- 





with the most 


modern teaching equipment—Shah 


style classroom 
has also worked hard to spread the 
message in industry. For example, 
Shah helped found the Bombay- 
based National Centre for Quality 
Management, which runs courses 
on quality 

what he 


"He has practiced 


| preached outside his firm and has 


helped make others conscious of 
quality," says Dedhia. In 1980, Shah 
bulletin—PMT- 
Programme 
-which is sent free to more 


started a technical 
Technical 
PMT-TAP 
than 6,000 production engineers and 
A great advertising 


Assistance 


entrepreneurs 


The CEO Interview 


If you have the urge to be the best, 
perfect, nothing can stop you. But we 
need a mechanism to provide us with 
that urge. The quality process is a 
mechanism that goes on bettering à 
man. No, bettering may not be the 
right word... Let's say the quality 
process changes a man; a certain 
transformation takes place. 


Quality is what is perfect from the 
point of view of the customer. If he 
says this is the best, it is the best. The 
customer has always to be kept in 
view. He is not buying your product 
asa monument; ithas to serve his pur- 
pose. And the needs of people are dif- 
ferent. There are people in Japan 
who expect what they buy to work for 
three years; they don't want it to last 


forever. That is the quality they 
expect. That is the quality that must 
be given to them. 


Motivation can be of two kinds: one 
is through money. And another 
through understanding the worker's 
point of view and cultivating respect 
for the leader. In 1947, when I started 
selling machine tools, it was a salary- 
plus-commission system. Which is 
not possible in quality manufactur- 
ing. So, whenever an employee is in 
trouble, or needs help, | help them 
monetarily. 1 did not act as a police- 
man; they liked me and followed my 
word. Don't start with the idea that 
man is bad. You should know how to 
touch the right chords in a worker to 


get quality. 


D.L. SHAH 
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You've been through Ё your notes and you're ready, Time now t 
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know how to apportion your time... just as our gentle 


hostesses c; 
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Indian Oil, 


India’s largest company, 


chooses the 


international bestseller! 





UNIPLEX 
BUSINESS SOFTWARE 





The world’s no. 1 UNIX 
office automation suite 


Now UNIPLEX Business Software has entered India’s largest company, INDIAN OIL CORPORATION, and will be used 
extensively in IOC's marketing offices countrywide. A landmark product, UNIPLEX Business Software has 2 million users 
around the globe. WORLDWIDE: AT&T, British Telecom, Motorola, Swissair, US Air Force, Barclays Bank, 
DHL Worldwide, and many more. INDIA: BHEL, ITC Travel House, PIL, SPIC, Samtel Colour — to name a few 





r Г » " xn ася 
| For details, please contact or fax us your visiting card, telling us whether you'd like [_] more information, OR | 


C] а demonstration. UNIPLEX Operations, Tata Unisys Ltd, ш BOMBAY - Tel: 821 6446, 836 7261 
| Fax: 821 6463, 836 0214. = DELHI - Tel: 332 2294. Fax: 331 6096. = BANGALORE - Tel: 558 4681. Fax: 558 4491 
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Pur: 
precision is 

of the highest 
standard; there 
is nothing 
more to do 
regarding 
quality" 


N. SANDESARA 


CHAIRMAN 
PMT 
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idea, but РМТ-ТАР also delivers what it 
promises. “I have kept all of them 
carefully in bound volumes,” says 
Tambe, who used to receive the 
newsletter in his old job. 

@ By giving the employee freedom. 
“Only when a man is free, can he 
blossom,” says Shah. Creating an 
environment where the employee 
can be truly free is crucial, says Shah 
“Our Indian minds do not lack 
originality. But some kind of trigger 
is required. | believe that 1 can 
provide that trigger: the right 
environment. You may feel that 
some people here are just loitering 
around, wasting their time. It is not 
so; they are actually deliberating 
on operations.” 

Instead of breathing down their 
necks, Shah leaves his 
people to come inany time they want 
and to work at their own pace. "If | 
know that you are a good designer, 
and you haven't produced anything 
for a month, | don't ask you why. | 
give you the freedom to do your 
best." Encouraging original work is 
the Bangalore-based РМТ Trust, 
which Shah set up in 1977 under the 
aegis of the Central Machine Tools 
Institute (CMTI). 

Only recently did Shah, who has 
no children, sell off 77 per cent of his 
equity in PMT to the Rs 170-crore 
Sandesara Group which consists of 
Ensa Steel, Sterling Tea, and Trans- 
world (International Nitin 
Sandesara, 34, PMT's new chairman: 
"PMT's quality standards and preci- 


design 


Says 





sion are of the highest standard— 
those maintained in Germany and 
Switzerland—and there is nothing 
more to do regarding quality. 

Still Chairman Emeritus of PMI 
Shah comes every day to PMT's offices 
on Bombay's Pherozshah Mehta 
Road, where he set up the company 
in 1947 
admits. "They are driven by desire 
But with less work on his hands, Shah 


"Owners cant retire," he 


wants to devote more time to pursu- 
ing his broader vision of quality for 
India. "We must, as a nation, set two 
goals for ourselves," says Shah. “One 
that the Made-in-India 
become respected and acceptable 
world. Two, 


label will 
across the that our 
export customers develop the firm 
conviction that if they are dealing 
with an Indian company, they have 
nothing to fear." 

The flesh is strong no more; Shah 
often needs help to move around 
But his zest for the project he has 
envisioned remains | undimmed 
Involving hundreds of engineering 
colleges, polytechnics, and mana- 
gement institutes across the country, 
Shah wants to unleash thousands 
of part-time quality education cour- 
ses all through the year to suit every 
need of business. And the impact, he 
says, will be a chain-reaction in all 
directions 

"If a man succeeds in acquiring 
the quality habit in manufacturing 
and business processes, he will also 
begin to demand quality 
services like banking, communica 
tions, railways. This will push him 
forward finally to demand quality in 
his environment: on the street, in his 


from 


habitat, in community services. And 
the cumulative impact of all three 
quality in industrial 
services, and the environment—will 
make him demand quality of life 
That should really be our ultimate 
goal" He may be 88, but Shah is 
setting off on what could be the most 
important journey of his life 
B ADDITIONAL REPORTIN( 
BY ROSHNI JAYAKAR 


products 


BEST 
PRACTICES 


E Seta personal 
example of 
practicing what 
you preach 
about quality 


@ Create the 
environment for 
innovation and 
personal 
development 


@ instil in every 
employee a 
sense of pride in 
the work that he 
mustdo 


® Invest in 
training people 
at all levels in 
quality theory 
and practices 


m Empower 
employees to go 
to any length to 
satisfy the 
customer 
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Dai-ichi Karkaria Ltd., a 
Neterwala Group Company 
has a long productive 
association with world leaders 
together with 30 years of 
pioneering experience in 
development, production and 
application of speciality 
chemicals. Giving the 
Company a leading edge in 
high value added niche 
markets. 


Our Collaborations... 


e DAI-ICHI KOGYO SEIYAKU 
CO. LTD. — Japan. international 
speciality chemicals company. 
€ MATSUMOTO YUSHI 
SEIYAKU CO. LTD. — Japan. 
Technology leaders in sizing 
and spin finishers. e BAKER 
HUGHES INC. ~ U.S.A. 
A fortune 500 company in the 


oilfield service industry. 





Some of our Customers 
e Garden e Orkay e Century 
Enka e Reliance e Mafatlal 


e Asian Paints e Nerolac 
Paints e IndianOil e ONGC 
e Oil India e Colourchem 
e Rallis and over 300 more. 


Our Growth Into.... 


e India’s first High Molecular 
Weight Polyacrylamide powder 
plant. This will revolutionize the 
options in filteration for various 
industries (Mining, Collieries, 
Effluent Treatment Chemicals, 
Sugar, Paper Aluminium, 
Textiles, Zinc, Steel, Thermal, 
power stations etc.) e Pioneers 
in the manufacture of Spin 
finishes in India now to increase 
capacity from 500 TPA to 5000 
ТРА. e Strategic investments in 
an R&D Centre to be set up at 
Hyderabad to ensure the 
company’s successful entry into 
the field of fine chemicals and 
bulk drugs. 


АН 


jg rem KARKARIA 





L I M 


T E D 





t years of high value-added performance 


Liberty Building, Sir Vithaidas Thackersey Marg, Bombay - 400 020. 


Telephone: (022) 201 5895 @ (022) 201 7130 Telex: 011-83222 DHUN IN Grams: "NONIONIC" Fax: (022) 208 2113 
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[s a quality ideology for a rusty giant like 
Mukand was tough. Especially since the top man- 
agement team was convinced that no single quality 
model fully suited the steel-products manufacturer. 
After exploring and evaluating a number of options, 
the firm decided to develop its own tactics for TQM, 
fusing together the best practices from a number of 
models. At present, there are four pillars on which 
Mukand's quality edifice rests: the Juran quality 
improvement process, the Japanese concept of 
quality circles, the European standard of 150-9000 
certification, and continuous training. Could this be 
the prototype of a uniquely Indian template for TQM? 











м 


Since Mukand's 
TQM drive had to 
be headed by 
someone whom 
workers and 
managers alike 
respected, R. H. G. 
Rao (foreground 
right), who had 
been with the 
company for 20 
years, was 
appointed the 
chairman of the 
powerful TQCS 





HE story is probably apocn 

phal. Five years ago, Rajesh 

Shah, the 43-year-old manag- 
ing director of the second-largest 
private sector steel producer in the 
country, the Rs 637.72-crore Mukand 
picked up а tantalising statistic 
According to one of the founders of 
the quality management movement 
loseph М the 
cost of poor quality (a.k.a. COPQ) ina 


luran, heard Rajesh 


manufacturing organisation could 


run as high as 25 per cent of its 


turnover. In other words, on its 
532.42 crore in 1989-90 
the 


country's largest electric-arc furnace 


sales of Rs 


Rajesh mentally calculated 


complex could be losing Rs 133.11 


crore per annum—more than its 


profits of Rs 90.03 crore—since it 
wasn't TQM-driven 








and this wasnt 


Moreover 


tion—after decades of 


protect 


beralisati 


and two years before 
competition was already beginn 


at Mukand's heels 


becoming obvious that governi 


to snap 


tal controls were about to go. But 





our machine productivity and levels 


of rejection were unacceptal 
recalls Rajesh, whose personal tryst 
with customer-driven quality tl 
began. With Mukar trying t 
manufacture as many products as 


possible Rajesh felt that the tw« 


critical parameters of process qua 


and product consiste n were beint 
given short shrift. Which was pr | 
to be costly 
Explains — Virei Shah 
Mukand's founder-chairman he 


tendency to have a quick-fix solut 












MUKAND'S FIRST PILLAR OF TQM 






 JURANQUALITY | 
IMPROVEMENT 


Frontline & 
management staff 


Executed by 


200 JQ teams 





| pom 


| Facilitator | | Leader | | Accountant | 





Chairs 
the JQI project 
meetings 


"Ww had to 


convince 
employees 
that this 


was nota 

new fad 

of the 
management" 


RAJESH SHAH 


MANAGING DIRECTIOR 
MUKANE 










Responsibility | 
of executing 
ЈО! projects 


Calculation 
of COPQ 






to every problem had to be stopped. 
Fire-fighting is often due to careless- 
ness, poor housekeeping, and a 
chaotic style of management.” So, 
Rajesh decided to rebuild Mukand as 
a TQM company, arguing that if the 
troika who managed the company— 
Sukumar Shah, Niraj Bajaj, and he— 
took care of its work-processes, the 
quality of its steel bars, machine 
tools, and castings would automati- 
cally attain global standards. Which 
would help Mukand forge a second 
line of defence by turning into an 
exporter of steel products. And this 
would bring in a more 
systematic customer-focus, which 
Mukand then seemed to lack 
However, while TQM became 
Rajesh's mission, it was destined to 
stay a dream for over a year. For, it 
was far from clear what kind of TQM 
philosophy the company should 
immediately adopt. With the quality 
movement in the country virtually 
unborn—except fora few born-again 
corporates which were flirting with 
quality circles—there was very little 


also 














corporate experience that Shah 
could refer to. So, for over a year, the 
company's top management team 
mulled over the merits and the 
demerits of the quality models devel- 
oped by the gurus: Ed Deming, 
Joseph Juran, Genichi Taguchi, and 
Philip Crosby. And they tried to 
explore how quality tools like kaizen, 
kanban, and kansei—apart from 
debuffering, deployment, and pro- 
cess reengineering—would fit into 
Mukand's environment. 

Eventually, the top team found 
that while each of these quality 
philosophies, models, and methods 
was, by itself, eminently imple- 
mentable—and would result in mea- 
surable benefits—not one of them 
was truly all-encompassing. Since 
each of them had definite strengths 
and weaknesses, they seemed to be 
complementary rather than competi- 
tive. But, right or wrong, the company 
wanted its quality revolution to be 
complete and comprehensive. Says 
Mukand's president, Sukumar Shah, 
40: "We wanted it to be a composite 
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Applicable to 





Workers on the 
shopfloor 






Executed by 





84 QC circles 

























| Facilitator | | Leader | 
| Chairs | Responsibility 
the QCC project | of executing 
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NOW IN '95, 

THE TIME HAS COME 
TO MOVE AHEAD 

TO THE NEXT 
GENERATION 


THE 605 SAW 
THE RISE OF 
THE MAINFRAME 
GENERATION. 
THE 70S 
BELONGED 

TO THE 
MINICOMPUTER 
GENERATION. 
IN. THE BOS 
THE PC 
GENERATION 
TOOK OVER. 


This is the era of 
complete solutions. And 
one group has 
transcended the 
boundaries between 
hardware, software, 
education and 
consultancy services to 
bring you complete IT 
solutions. 


The Next Generation 
Group. A group driven 
by the mission to bring 


innovative products, 
processes and 
emerging technologies 
to India, by optimizing 
the core competency 
inherent within each 
corporation. 





SOFTWARE. 
TECHNOLOGY 
GROUP INTL. LTD. 
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SOFTWARE 
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BUSINESS POWER 
SYSTEMS 

NEXT 

GENERATION GROUP 
INVESTMENTS LTO. 


SOFTWARE 
TECHNOLOGY 
GROUP INC. USA 


BAY RESOURCES & 
TECHNOLCQON CORE 
CALIFORNIA, 








untary and relatively unstructured, 


MUKAND'S FOURTH PILLAR OF TQM this would also help to change its 


workers’ attitudes about the quality 

————— effort. Points out Sukumar: “The 
EDUCATION & change had to be voluntary and not 
TRAINING 


linked to any monetary benefits." 

THE THIRD PILLAR: 150-9000, since it 
Applicable to would serve two purposes. For one, if 
Mukand was going to try and sell its 


















Senior Offi steel products in a globally competi- 
| officers S un | Workmen | tive economy, it would need iso certi- 
& above | | fication. Moreover, reckoned the top 


| 
; management, the certification 
process would help the TOM drive to 
Executed by roll out better, especially if a deadline 
was set: December 1995. 
THE FOURTH PILLAR: Training, since 
it was a pre-condition for the succ- 
ess of the TOM drive. At that stage, the 
Roles are average training a worker received 


| | was one man-day a year. “It was 





10 training line А | 
co-ordinators | 









Preparation | something to be ashamed of, says 
of training Training | Niraj Bajaj, 40, managing director, 
requirements — execution | Mukand. Not only would more on- 








Б the-job training be necessary, the 
- workers also needed to be trained 
change, which would take place | for quality 
simultaneously all over the organi- Having created the intellectual 
sation." Therefore, the top team did Graphics byKUSHAL | 


what comes naturally to Indians: they ' 

"A decided to mix and match ideologies MUKAND 8 THIRD PILLAR OF TQM 
t one stage, to synthesise a uniquely Mukand 
the average way to том. , 3 

training a In the process, the two Shah 180-9000 
worker received brothers and Bajaj created What 
was опе man- could be called Mukand's Four 











day ayear— Pillars, on which the company's ; Applicable to | 
something to quality structure rests: Four epavationsl | 
Бе ashamed of" THE FIRST PILLAR: Juran's Quality divisions | 
NIRAJ BAJAJ Improvement Process, since the 
MANAGING ратон Methodology would foster syste- E by 


MUKAND  matic problem-solving by people, 
involving every employee from front- 
line supervisors to top managers in 
the quality process. Mukand's objec- 
tive: use the Juran model to inculcate Roles are 


the habit of quality improvements [ 1 | 


and reductions іп quality-related "x = a 
Р а, TF-1 TF-2 TF-3 
costs in its 3,680 people | 


THE SECOND PILLAR: Quality Circles, asd N ET Сабр 


3 task forces 








since this would involve workmen on Quality | Quality Work 
A 
inspection 


the shopfloor, organised in small manuals procedures 
groups, in problem-solving. Since 
quality circles are, by definition, vol- 
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STG INTERNATIONAL, 
the nation's premier 
education institute 
committed to 
providing world class 
solutions in Client 
Server training, 
consulting, and career 
services. 


CRESCENT SOFTWARE 
SOLUTIONS, a pace- 
setter in Information 
Technology solutions 
that has already 
brought to India 
Software innovations 
like the PowerBuilder™, 
InfoModeler™ and 
MRP9000™. 





THE NEXT 
GENERATION 
GROUP 


BUSINESS POWER 
SYSTEMS, dedicated to 
meeting the needs of 
Indian corporations for 
high quality & reliable 
hardware products 
required for data 
communications & 


computer systems with 
cooperation from 
Fiskars. 


THE NEXT GENERATION 
GROUP INVESTMENTS, 
seeking out creative 
software professionals 
and helping their 
projects meet fruition; 
thereby creating a new 
generation of 
entreprenuers. 


This synergy is further 
accentuated by a 
strategic alliance with 
STG, USA - a firm 
networked to the heart 
of IT innovation in 
Silicon Valley, and 
backed by 

BAY RESOURCES & 
TECHNOLOGY 
CORPORATION, which 
specializes in joint 
ventures and 
collaborations, 
providing management 
and technical 
consultancy. 


These resources are 
skillfully deployed by 
our highly experienced 
management, with 





years of experience in 
the industry and 
augmented by our 
partnerships with 


MICROSOFT®, 
POWERSOFT, 
ASYMETRIX™, IMS, and 
FISKARS. 


So соте, move into 

the future of. computing 
with the NEXT 
GENERATION GROUP. 








How has 
quality affected 
Mukand? 








F. or such a 
large 
organisation, 
Mukand has 
done a good job 
of 
implementing 
quality” 


MUKESH GUPTA 


VICE« 
LLOYDS 


HAIRMAN 
TEEL 





The CEO Interview 


HE key difference that quality 

has made is in the mindset and 
attitude of everyone working in 
Mukand. This reflects itself in every 
aspect: product quality, cost-reduc- 
tion, and service to the customer. 


To be successful in managing total 
quality, one must overcome the resis- 
tance to change. Overcoming this 
resistance was, perhaps, the biggest 
challenge Mukand had to face. 
Fortunately for us, all the initial 
apprehension and cynicism in our 
colleagues is totally absent now. 


base, what the Shah-Bajaj trio then | 


had to do was to create an infrastruc- 
ture for TOM that would signal not just 
their intent, but also their serious- 
ness. Says Rajesh: "We had to con- 
vince the employees thatthis was not 
a new fad of the company's manage- 
ment." So, they set up a separate 
body for the implementation of TQM 
in Mukand: the Total Quality Council 
Secretariat (тос). Since its chief had 
to be a father figure, whom the work- 
ers and the managers respected and 
related to, they appointed 54-year-old 
R.H.G. Rao—who had been with the 
company for over 20 years, headed 
the foundry division, and was also its 
vice-president (R&D)—as the chair- 
man of the TQCS, redesignating him as 
Mukand's vice-president (technical) 

In addition, 14 other senior exec- 
utives were pulled out of their func- 
tions and divisions and made full- 
time officers of the secretariat. And 





Quite often, large organisations 
are managed by solving a large 
number of problems sporadically. 
All these organisation should 
quickly join the TQM movement. 
AS TOM is a highly structured process 
and the results are irreversible, the 
process is relatively slow and 
requires considerable patience in 
its implementation throughout the 
organisation. 


To me, the concept of quality means 
perform as you promised. This 
applies to every walk of life. 


Rao is the only member of the Tacs 
who heads another function in the 
organisation, with the other 14 man- 
agers working as round-the-clock 
quality experts. Their function: con- 
tinuous monitoring of the quality 
drive 
tions, guiding the other councils 
created for the implementation of 
ГОМ in the company. And crucially, 
managing Mukand’s 
training system 
At the beginning of each year, 
TQCS asks functional 
tandem with other 
managers in the division—to work 


ensuring mid-course correc- 


need-based 


the each 


council—in 


out each individual's training needs 
And the result is an annual training 
calendar, created on the basis of the 
the 
operating divisions—broadly divid- 
ed into manufacturing, support, and 
corporate — functions—which is 
strictly adhered to. 


nominations made by three 


What are the 
lessons from 
Mukand? 

















ARE INDIA'S 
STEVE JOBS, 

BILL GATES AND 
THOMAS WATSON 
LISTENING? 


ANNOUNCING 
THE LAUNCH OF 
THE NEXT 
GENERATION _ 
GROUP a 


INVESTMENTS LTD. 


Corporate history has 
demonstrated that the 
easiest way to success 
is being in the right 
place at the right time 
with the right ideas. 


It has also 
demonstrated that 
without the right 
backing, the brightest 
ideas often burn out 
without seeing the light 
of day. 


Enter the Next 
Generation Group 
Investments. 


A company dedicated 
to identifying, 
developing and 
speeding up the best 
Indian IT innovations. 


We will do this by using 
our unparalleled 
strengths in hardware, 
software and training to 
ensure your ideas get 
off the ground. 


Whether it's 
management inputs, 
feasibility plans or 
investment support, our 
know-how can make a 
crucial difference. 





And, who knows, even 
give rise to a new 
generation of Steve 
Jobs, Bill Gates & 
Thomas Watson. 


Right here in India 


NEXT 

GENERATION 
GROUP 
INVESTMENTS LTD. 


902 Bhikaiji Cama Bhawan 
11 Bhikaiji Cama Place 
New Delhi 110 066 

Tel. : 11-671343, 6882009 
Fax : 11-6883629 
€-mail:-psdelhi.crecent&? 
axcess.net in 
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Individual urge to 
ervice internal customer 


PROCESS 
QUALITY 





Qualified 
personne 


High quality 
raw material 


At the very top of Mukand’s TQM 
hierarchy is an apex Total Quality 
Council, which is headed by Rajesh 
Shah and has among its members 
Niraj Bajaj and Sukumar Shah. 
Present at apex council meetings are 
the heads of the 10 functional Quality 
Councils, the second level of the TOM 
hierarchy. At its brainstorming ses- 
sions, these councils decide on 
which processshould be taken up for 
improvement. And it is their preroga- 
tiveto decide on the cross-functional 
teams—each has a leader, a facilita- 
tor, and an accountant whose task is 
to calculate the COPQ at the outset 
and then, monitor savings at the 
end—that undertake the quality 
improvement projects. Says Suku- 
mar: "The benefits of TOM should be 
so tangible that we should be able to 
reach out and embrace them." 

Meetings—including times and 
dates—of these councils are struc- 
tured and deviations are frowned on. 
While the functional councils meet 
once a week to review the 200 JQ! and 
63 QCC projects currently under way 
in their divisions—each team is given 
15 minutes in which to present its 
project reviews—every such meeting 
is attended by atleast one member of 
the Tacs. This enables the TOCS to 
decide which projects should be 
presented to the ТОС, which meets 
once every six weeks from 8.30 a.m to 


Urge to 
service external 
customer —— 


PRODUCT 
SERVICE | 
QUALITY 





PRODUCT 
QUALITY 


CUSTOMER 
DELIGHT 


individual urge to | 
service internal customer | 


knowledge 


1.30 p.m. to review the progress 
made. Says Niraj: "In the four years 
of ТОМ, the Toc has never missed a 
single meeting." 

But it is the TOCS which has 
become the eyes and ears of the TOM 
movement at Mukand. For, there is 
no ambiguity about the power that 
the TQCS enjoys. Sometimes, Rao's 
decision-making powers as the head 
of the TOCS and the vice-chairman of 
the TOC could even exceed that of 
Rajesh's as the head of the steel plant 
council or Sukumar's as the chief 
of the marketing council. “If the 
secretariat enforces a decision, 
there is nobody in this company that 
will question it," says Rao. Now, 
that’s the total power of total quality 
management. 

TAILPIECE: That the TQM process is 
well on its way їп Mukand is evident 
from one project undertaken by a 
quality circle in Mukand's Kalve fac- 
tory. When a workers's absenteeism 
started shooting up, his colleagues 
embarked on a project to stop it. 
Analysing the problem, they discov- 
ered that his absenteeism was worst 
in the week when he was asked to 
report for the morning shift. The 
cause: headaches caused by the sun. 
And they solved the problem by 
charting out a tree-shaded route, 
which meant a longer walk but got 
him to work—without a headache. e 























The bonds we forge are stronger than steel 


It's amazing how solid our connections are with you. 
Think of all that's strong and lasting in your life and 
you'll find one thing in common - steel. Steel produced 
in the iron and steel factories of the country. Powered 
by Kirloskar Electric AC generators. Working in the 
steel, chemical, and allied industries. 

Features of Kirloskar Electric AC generators in 
steel, chemical and allied industries: 

e designed to take on sudden step loads with adequate 
motor starting capacities. short pitched windings for 
automatic reduction of harmonics generated by thyristor 
controlled furnace loads. filter ventilated cooling air 
circulation for dust prevention. thermally sound 








insulation to withstand severe duty cycles. operat 
with grid. reliable excitation systems * 

Likewise in every industry in the country, Kirlosk 
Electric AC generators are efficiently workin 
Covering the entire range of prime movers - dies« 
steam, gas, hydel and wind. For any captive pow 
requirement. In fact the total output of all o1 

__ AC generators till today is ov 
Фф, | 15,000 MW. 
M У 


= | they are made by a company tha 
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е 2 four decades. With 


EN 29001450 9001 85 5750 


a produ 








xcellence that’s exported to Europe, South East 
isia, and several other countries. The widest range 
f AC generators from 1 kVA to 20,000 kVA. 
"he most extensive sales and service network in the 
ountry and the promptest 





eliveries. And 
ле first electrical 
ompany to win 
he prestigious 
SO 9001 
iertification for 
ll its products 


nd manufacturing units. A 














company called Kirloskar Electric whose bonds 
with you get stronger day by day 


KIRLOSKAR ELECTRIC 
AC Generator Marketing 

P.B. No.5555, Malleswaram West 
Bangalore-560055. Ph:3322111 


3322771. Fax: 080-3322469 


KIRLOSKAR AC GENERATORS 
PART OF YOUR LIFE FOR A LIFETIMI 
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În the country where salt is common, Goitre is rampant, and the lives of 
millions stunted. Ganesh looked into the problem and came up with a universal 
solution. It is setting up a 3,60,000 TPA Refined lodised Salt Plant - the country’s 
biggest. And is incorporating remarkable plant technologies to produce this salt at a 
fraction of the cost of any plant anywhere in the world. Considering that world prices 


are four times those in India, the prospect of world dominance comes as a sweet ending. 
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reating a world of opportunity 
from a grain of salt 
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^ GANESH BENZOPLAST LTD. 


Borderless Vision. Boundless Opportunities. 


Corp. Office: Ganesh House, PMC Complex, Marol, Andheri (E), Bombay - 400 059. 
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_ PRASOON РАВПАТ 








Quality 
As 
Systems 


Canes Modi Xerox’s philosophy is that 
total quality can be achieved only by standardising 
each and every one of its processes—from manu- 
facturing to advertising, from training to customer 
service—in the form of systems. By breaking down 
every activity into discrete, sequential steps, the 
company attempts to eliminate deviations from the 
norm. Rigid, documented protocols of procedure 
govern Modi Xerox's practices, banishing the pos- 
sibility of individualised or informal approaches. 
But quality comes from maintaining these systems, 
irrespective of the movement of individuals in and 
out of the company. 





OTAL quality at Modi Xerox 
(MX) is all about duplication 


that it 


270-crore 


Like the machines 
manufactures, the Rs 
company's functioning is completely 
focused on copying—its own prac- 
tices over and over and over again. 
For, MX believes in systems, not origi- 
nality, when it comes to managing its 
businesses. Says chairman and presi- 
dent B.K. Modi, 44: "Quality is the 
way the company operates. The idea 
is to make everybody work in the 
same direction 

That's why Xerox quality consists 
of breaking down each and every 
function—manufacturing, advertis- 
ing, internal communications, even 
the holding of meetings—into dis- 











tinct processes. Each of them is a 
sequence of explicit, unambiguous 
steps detailing what is to be done 
when it is to be done, and how it is be 
done, paring down the possibility 
of individual variations to the mini 
mum. MX's reasoning: brilliance may 
from innovation, but 


come соп 


sistency can be produced only 
by design—if it is not to be left to 
chance 

Explains R. Shekar, 44, general 


manager (customer satisfaction & 
quality), Mx: “Systems are something 
that stay behind and can be used 
irrespective of who comes and who 
goes." MX's quality philosophy, ther 
fore, is that the knowledge of the 


individuals it employs must be trans 


Modi Xerox’s 
systems stipulate 
that all problems 
must be solved by 
cross-functional 
teams. One such 
team, comprising 
(from left) R. Bhat, 
G. Bhattachary, S. 
Srivastava, and L. 
M. Joshi cracked a 
malfunction, saved 
MX Rs 40 lakh, and 
won a passage to 
the US 
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HOW MODI XEROX 


STANDARDS AND 
MEASURES 
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Quality Improvement Projects | Customer Care Teams Customer Satisfaction | Marketshare 

E Cross-functional teams W 3-tier evaluation m Measurement survey @ Market 

W 3-tier evaluation criteria: W Prizes/certificates m 90-day survey . dynamics 
business results, business | @ Event participation W Periodic survey e M 






process, teamwork innovation p 
W President's Award: best team 

visits overseas Xerox plant 
W European MFG 
Organisation Award 










| : Employee satisfaction 
Ф | Suggestion м 
| schemes index 


Return on 
assets 














Role Model 
Management Behaviour 


@ Management practices 
survey > 
W Four-quadrant reporting 





Leadership Through 
Quality Cascade 

m 5-day training 

m Family group concept 
W Top-down cascade 









Role, Responsibilities 
& Objectives (RROs) 


m Confirm the role of چ‎ 


each employee in 


































m W Business goal review — ne.. m Every employee to 
І W Management resources arg i Policy complete training 
>< planning Deployment within 90 days of 
o | (Bluebook) joining 
- SENIOR MANAGEMENT 3 
ul COMMUNICATION 
BEHAVIOUR 
x 
а 
o lated into formal, codified structures, | ability to be right the first time POLICY 
= creating systems that can be followed Agrees Surinder Kumar, 45, the STRATEGIC 
Systems are to achieve the same effect without | quality manager at MX's plant at ae 
something that dependenc e on the pers па! expe Rampur in Uttar Pradesh: “We do not a comin 
stay behind and tise of individuals—who will, after | keep things open. We have to be spe mission 
can be used by all, enter and exit the company cific as we are not handling just pro m Quality policy 
anybody Admits satish Kaura, 50 the chair duct quality, but business quality m Corporate goals 
irrespective of man of the Samtel Group l'he expe- | Until it becomes a habit, we have to GE 
who comes and rience of MX in process mapping and | depend on documentation." Con RROs 
improvement has been good trary to expectations, the result isn't a m MX objectives 


who goes п Vital few actions 


Each process at MX is not only | bulwark of bureaucracy. For. to 
m Measures & 


R.SHEKAR  specific—every time an employee | ensure that the quality level of its sys 


2А standards 
makes a suggestion, for instance, it | tems approach is maintained, MX has = 
ох goesthrough 31 clearly laid-outsteps, | restructured itself from the tradi 
н s FUNCTIONAL 
including translation into action and | tional pyramid to a tree RROs 
a reward for the concerned employ While the older structure was m Functional 
ee—but is also documented to prodi driven by the CEO, who laid down the objectives 


m Vital few actions 


gious detail. Virtually each timethata | standards while the processes were 
{ m Measures & 


worker completes a new function, he | flexible, the newer structure is 





standards 
or she is required to note down all | designed to wrap the compan “IE 
that went into it so as to augment the | around inflexible processes, with INDIVIDUAL 
collective wisdom within MX. And | customers defining the standards RROS 
thereby, improve the way work is | and the process-owners acting as the m Role objectives 


m Responsibilities 

m Measures & 
standards 

port), MX: "Our systems give us the | processes conforms to customer € —— 


done. Says D.P. Roy, 49, general man- | roots of the tree, supplying resources 


ager (engineering and technical sup- | to ensure that the output of the 

















MPLEMENTS TAM - 


QUALITY NETWORK 


Full-time Resources 
W Quality training 


W Customer satisfaction 


management 

W Quality improvement 
projects (QIPs) 

W Competency 
development 










On the Job 
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demonstration 
m Apply qu 
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management 
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Refresher Training | 


W Group meeting | 
E Leadership 
through quality 
inspection 
m Recognition 
& rewards 
E Management 
by fact 
W Statistical 
process control 







specifications. Says the Delhi-based 
quality consultant Janak Mehta, 53: 
"The degree of success depends on 
the systems. If systems are not too 
bureaucratic, it really works." 

Like its other functions, MX's qual- 
ity improvement practices thern- 
selves are no exception to the 
systems approach: every customer 
complaint goes through exactly the 
same cycle every time, culminating 
in a solution to the problem that it 
refers to. Consider, for instance, the 
method used to solve a typical pro- 
sudden stoppages of MX's 
copiers for no apparent reason. lt 
came to light when these break- 
downs were thrown up as a customer 
dissatisfier by a market survey, the 
company's routine method for iden- 
tifving such factors. 

Following the systems laid down 
fortreatingsuch a complaint, the pro- 
blem was sorted by the team respon- 
sible for central corrective action and 
handed over for a solution to a cross- 


blem 





customers with | 





Quality means 


providing | 
internal & 
external 


innovative | 


products & 
services that 
fully satisty 
their needs 











Customer 
satisfaction 


Employee 
satisfaction 
| | 
Returns on 
assets 


Market- 
share 


functional team—facilitated by Gora 
Bhattachary, 35, 
(failure analysis )—comprising repre- 
sentatives from the technical sup 
port, engineering, shopfloor 


deputy manage! 


and 
sales departments. Using a step-by 
step problem-solving process—with 
each step clearly codified in the 
process map—the problem was 
validated and a root cause analysis 
generated 

In this case, it turned out to be the 
corruption of the random access 
memory code—which coordinates 
the optical systems of the copier—fol 
lowing a sudden surge of power 
Then, the team pressed the Five Why 
system—asking why to every answer 
thrown up in order to probe deeper 
into service to track down the con 
tributing causes of the problem and 
generate a solution. After implemen- 
tation, it was evaluated through 90- 
day surveys. Adds Shekar: "Using tests 
gives us an understanding of how 


much our existing systems can take 


Revenue 
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While such a strong insistence оп 
systems is understandable when it 
comes to processes like manufac- 
turing, after-sales service, or even 
addressing customer complaints, the 
uniqueness of MX's quality-through- 
systems philosophy is evident in the 


success with which it uses the 
approach to govern what are consid- 
ered to be subjective functions too 
advertising and marketing communi- 
cations, for instance 


Thus, the process of selecting an 





advertising agency is mapped out 


through flowcharts detailing—inter 


alia—the points within the company 
from which inputs must originate for 
the creative and the strategic brief, 
the checks that must be administered 
to ensure that the agency can deliver 
advertising of the required standard, 
and the tests that their work must be 
submitted to in orderto verify that the 
equirements are being met 


Likewise, even thesimple process 





‘liciting employee suggestions for 


mprovements has been systema- 
tised by including in every work con 
tract. th« 


oyee must make at least 12 sugges- 


stipulation that the emp- 








On total quality 


On MX's quality 
philosophy 


On Xerox's 
quality 
practices 


The CEO Interview 


UALITY is the way the company 
B мө If quality is defined as 
meeting customer requirements, 
then, it covers everything. It is not 
only the quality of the product, but 
also costs and services. The major 
factor is the cost because the cus- 
tomer is very cost-conscious. 


We have our mission defined. The 
four goals for the company are 
customer satisfaction, employee 
satisfaction, marketshare, and return 
on assets. These goals are explained 
to all the people in the company 
from the top to the worker. And 
they are achieved using quality 
principles. 


Xerox is many companies and their 
structures are not uniform. We are 
trying to be in line with the best 


structures that we see in Xerox. 
We can pick and choose. Ours is not 
exactly a Xerox model, but a total 
quality model. We have the advan- 
tage of benchmarking with Xerox so 
that we can compare ourselves to 
other companies worldwide. 


As trade barriers go down, every- 
body has realised that quality is going 
to be more and more necessary. 
Customers are becoming more 
knowledgeable. There are compa- 
nies which analyse the products of 
their competitors. Companies follow- 
ing the quality path will certainly 
have an advantage. There is only 
the cost of changing over to quality 
practices. The earlier you get quality, 
the better you will be. If you have 
to get it ultimately, why not try and get 
it now? 


B. K. MODI 





On India's 


quality 


imperative 




















You'VE BEEN THROUGH THE XEROX IMAGE. THE FAX IMAGE. THE LASER PRINT IMAGE. 
Now IT'S TIME YoU EXPERIENCED THE MITA IMAGE. WITH THE KoRES MITA CoPiER. 
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WITH THE KOFES MITA COPIER 





The Mita Image Is Currently Experienced By The US, UK And Over 100 Developed Countries. 
Call Or Write To Kores Today For A Demonstration Of The Mita Image And Our Exciting Introductory Offer. 

















KORES (INDIA) LTD Business Machines & Systems Division, 1st Pokhran Road, Thane (W) 400 606. Tel: 534 4101(5 lines), 534 0971. Fax: 22-534 4635 
KORES BRANCH OFFICES: Bombay. Tel: 492 0696/2085/7078. Fax: 22-495 0401 e Nagpur. Tel: 52 3840 • Pune. Tel: 43 5261 e Ahmedabad. 
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Tel: 64785 e Chandigarh. Tel: 22391 e Jaipur. Tel: 32 1727 ө Madras. Tel: 852 3495/2822 e Coimbatore. Tel: 44 8178 e Hyderabad. Tei: 23 3846/4677 e Vijayawada. 


Tel: 62367 » Visakhapatnam. Tel: 55 5218 e Bangalore. Tel: 222 0096/97/1361 e Emakulam. Tel: 37 3912 
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The Wills ‘Майе for each other’ \ 
scenes from opera, ballet and musicals igh 
photographic selection of some of the world's finest product 










Share the limelight with theatre's best loved couples, ра 
page. And backstage 1... with da 
notes, appointm la and thee 
year planner. For the intermission, there are the quiz and t! 
memorabilia sections as well 

The beautifully reproduced 'Made for 
each other' Yearbook 1995 is a collectors 
item, that more than lives up to the Wills winner at the London 
standards of excellence. It is a must, not just = International Advertising & 

ax Awards, 1994. {í 


for theatre buffs 
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The Wills E 
J ‘Made for each other € 
Yearbook - first prize} 


YEARBOOK'"*1995 


Ph: 22 5220 Delhi Ph: 31 023 )263 Calcutta Ph: 29 2230 Madras Ph: 852 2310/852 3473 Bangalore Ph: 226 4544 Poona Ph: 65 


Available at India Book Distributors ; Bombay F 189 






Evaluate 
results 
























identify 
and select —— 
problem / 







Evaluate : 
solution PROBLEM 


SOLVING j 


Ў potential 
^. Solutions 





and plan 
solutions 


Translate requirements 
into supplier specifications 


Analyse 
problem 







































process 
capability 








tions a year. Here, too, the company 
follows quality systems by bench- 
marking against other companies in 
Xerox's global empire, with the 
target now set at the 63 suggestions 
made by each of Fuji Xerox's 
employees in 1993. 

To ensure that this systematic 
approach is followed scrupulously 
by all its employees, MX holds suit- 
able training programmes for every 
worker—Modi has been through it 
too— within 90 days of his joining the 
organisation. And audits of how well 
systems are being maintained, 
upgraded, and followed are carried 
out annually by teams from Rank 
Xerox of the UK—Modi Xerox's direct 





foreign parent—on the basis of 
which Business Excellence Certi- 
ficates are awarded. Says Janak 
Mehta: "Xerox itself is a systems- 
driven organisation, which has been 
absorbed by Mx. But there isstill room 
for improvement.” 

That systems are the soul of the мх 
machine is obvious from Modi's own 
commitment to them. "We didn'thar- 
ness the full potential of individuals 
earlier. Now, a man does not need to 
be supervised, he just needs to be 
supported,” he says. And the support, 
in Modi’s opinion, must come from 
processes апа procedures—not 
commands from the top. For Mx, it is 
practice produces perfection. ә 


















INDIA TODAY Yearbook 1995 
An effective time manager, the INDIA TODAY 
Yearbook is much more — 
than just a desk diary. 
It is a carefully selected 
compendium of 
information compiled 
in sections. The diary 
section is laid out in an 
easy-to-read format. 
Companion 
The Companion diary is perfect for either carrying in 
your briefcase or for use as a desk diary. It has Airline 
Maps, City Guides, ISD/STD Codes, Intemational 

I. Time... and more. 


Slimline and Pocket Diaries 
Compact and convenient, these diaries are 
designed to carry all the information you 
need on your person. Their pages are packed 
j Mp important features, including sections 
— on hotels and essential ISD/STD codes 


ne ‘Page-A-Day’ Diary 
A must for the executive on the move. 


Designed with your needs in mind, it carries important 
information like ISD/STD codes, weights and measures, 
a special page for personal milestones and more. 
Personalise these elegant diaries 

Whether you order the diaries as a set or as singles, 
for yourself or as a gift for someone, personalise them 
with gold leaf embossing of upto three initials or 
company logo at a nominal charge. 

The richness of leather. Discover its elegance, 
Lanited Edition Ргепиш ; 
The 1995 INDIA TODAY Diary set also comes in 
premium rich brown leather. Each diary is 
meticulously к=. 

hand crafted pos 
and impeccably 
finished. A Stine Dary 
handsome sis 
leather 
book-mark 
accompanies 

the Yearbook. 
*Except for 

Pocket Diary. 
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SIEMENS 


Introducing SISL. 


An Information Technology company { 
that will change the way you look at 1 


software, forever. 


Yoran companies have 
always lived up to their names. 
They focus on software. Period. 


in contrast, SISL brings an 
entirely different perspective to 
the software business. 


A perspective born of the 
understanding that your 
organization's requirements go 
beyond mere software products. 


This is truly reflected in our 
unique team of professionals. 

A team which not only has 
experts in software development, 
but more importantly, has 
specialists in your business 
area too. 


What's more, SISL's inheritance 
of technological excellence 
from Siemens is simply 
unmatched in India. 

A connection which enables 
SISL to tap into its principal's 
vast reservoir of experience 


and expertise to develop system 
solutions in high technology 
areas like Commercial 
Systems (including SAP R/3), 
Geographic Information 
Systems, Linguistics, 
Manufacturing Solutions 
(including CAD/CAM), 
Multimedia, Office Automation, 
Real Time Systems and 
Telecommunications. 


These proven solutions are 
adapted or even designed 
keeping your organization's 
unique requirements in mind. 
This we believe, is SISL's 
unmatched edge in the software 
business. Àn edge which can 
be yours. 


To know more on solutions that 
go beyond mere software 
products, please contact us at: 
Siemens Information 
Systems Ltd., 

130, Pandurang Budhkar Marg, 
Worli, Bombay 400 018. 

Fax: + 91-22-493 8941 


AZ. unique perspective you can profit from. 
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DILIP MAITRA 








Quality 
As Product 
Development 








‘Te first step in the BPL Group’s systematic prod- 
uct launch process is to regulate the flow of product 
ideas, which comes from myriad sources, through 
anumber of quality checkpoints to create a focused 
list. Then comes consumer research to home in on 
the changes to be made in collaborator Sanyo's 
technology to match Indian tastes and habits. To 
slash product development cycle time, BPL uses 
several teams working concurrently on different 
aspects of the project so that by the time product is 
ready for launch, the technology is absorbed, the 
systems have been adapted, and the manufacture 
of components has been indigenised. 
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LL through the year, small 
teams of managers from the 
Rs 1,700-сгоге BPL Group's 
BPL) market research department 
visit consumer electronics exhibi- 
tions across the world. They study all 
the new home entertainment prod- 
ucts and white goods they can find, 
collect all the product catalogues 
they can lay their hands on, obtain as 
much information on product fea 
tures as possible as well as the initial 
consumer feedback—and, of course 
counter-moves by the competition 
If BPL uses these quality practices 
as a matter of routine, it is because its 
range of products now consists of 13 
models of colour television sets, six 
video cassette recorders and players 
30 music systems, five refrigerators, 
six washing machines, and around 
half a dozen home appliances like 
microwave ovens and mineral water 
makers. Moreover, BPL launches an 
average of nine models, and phases 
out two, every year 
In fact, these visits are only part ol 





| 





the inputs that go into deciding BPL's 
product range. In addition 

m ВРІ. regularly conducts surveys in 
the domestic market to check con 
sumer satisfaction levels with the 
home entertainment products tha 
are presently available. By probing 


television 


the experiences of the 
viewer and the music-lover, BPL tries 
to delineate features that add to 
product enjoyment and catch trends 
that may just be taking shape 

gi BPL routinely scans product lists of 
the group's Tokyo-based technical 
collaborator, the $13.9-billion Sanyo 
Corp: ration, for products that uld 
sell in this market. And Sanyo, w h 
studies trends across the world, pro 
vides its own opinions about wha 


kind of 


consumer could be ready for 


produc ts the патат 


m ВРІ. asks for—and gets—feedback 
all through the vear from its after 
sales service staff about the glitches 
in its products. Importantly, these 
frontliners, who are the closest to the 


customer ilso provide dat 





BPi's managers 
like (from left) 
group general 
manager (compc 
nents) K.R. Vinod 
krishnan, BPL 
Sanyo Techno 
logies executive 
director Shashi 
Nambiar, and 
group marketing 
controller K.S 
Jayanth Kumar 
insisted that to 
combat dust, eng 
neers develop an 
auto-cleaning sys 
tem for VCR heads 
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` Technical specifications, prototypes, bill of material, test & 
alignment procedures, user's manual 


Classical Indian 
music uses 
low-frequency 
instruments like 
the tabla, whose 
beats need to 
be boosted. 

So, BPL made 
key changes in 
Sanyo's 
technology to 
better bass 
response 





which features could be improved 
and what UsPs customers like in the 
products sold by BPU's rivals like 
Videocon, Philips, and Onida 
B ВРІ. receives several export orders 
every year—for instance, it will ship 
100,000 colour TVs to the UK and 
Germany in 1994-95—each of which 
lays down its own product specifica- 
tions and features. 

This river of information goes to 








BPLs new product planning depart- 
ment, which sorts through the myriad 
inputs to generate a list of products 
that BPL could launch locally. Then, 
this shortlist goes to the high-power 
management committee—consist- 
ing of the chairman, the managing 
director, the joint managing director 
ofthe company introducing the prod- 
uct, and the directors from the cen- 
tral marketing organisation—which 
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"Changes in 


technology 

to meet Indian 
conditions 
require only 
common 
sense” 


AJIT NAMBIAR 


MANAGING DIRECTOR, 
BPL 


Picture by Fuji. Picture by Jindal. 





Fuji Photo Film is the largest manufacturer of Fuji is brought to you by India’s No. 1 photographic 
imaging and information products in Japan. products company - Jindal Photo Films. 


Photographic color paper, color roll film, X-ray and graphic art film or cine color 
positive film. Whichever product you buy from Jindal Photo Films, comes with 
the reputation of Fuji Photo Film — A Fortune 500 company. No wonder, we 
command over 50% market share in most of these products. And soon, we will 
introduce Fuji cameras and photochemicals | 
and set up anetwork of photo finishing labs. fui) 
Becoming the only fully integrated 
photographic products company in India. 
For you, it will mean world-class quality, 
from clicking a snap to having it in your hand. 


INDIA'S NO. 1 PHOTOGRAPHIC PRODUCTS COMPANY. 





Mudra : JPF : 1647 





HEMANT PITHWA 


Вл definitely 
has the ability 
to adapt the 
technology to 
suit the tastes 
and the 
requirements of 
the customer” 


PRADIP BHARGAVA 


MANAGING DIRECTOR 
KALYANI SHARP 





now zeroes in on what BPL will actu- 
ally launch in the next 12 months. 

Now, the quality of that list comes 
from the availability-marketability- 
consumer need checkposts that 
every product idea has to pass 
through. Then begins the process of 
technology selection. Product devel- 
opment teams are set up, manned by 
engineers from BPL's technical col- 
laborators and the in-house R&D 
department as well as the industrial 
design group. 

After examining the techno- 
logical options available with Sanyo, 
the one best suited for Indian condi- 
tions is selected. Following this, the 
process breaks up into four concur- 
rent activities with four independent 
teams working on them. The result: 
low cycle-time from product idea to 
product launch. 
mTeam One accesses the base 
design for the product and the 
processes, identifying the equipment 
for its processing, assembly, and 
component-manufacture. 
mTeam Two works specifically on 
modifying the technology so that it is 
best suited for Indian conditions. 

п Team Three develops the designs 
for the moulds that will make the cab- 
inets and the injection-moulded 
components. 

m Team Four, which consists of engi- 
neers from design, manufacturing, 
andservice, is trained at Sanyo. Later, 


a team of engineers from Sanyo flies 
down to work in BPL's plantsto ensure 
that its plant-level personnel under- 
stand and absorb the technology. 

"Our aim is to make our people 
ready for the new product in all res- 
pects even before actual production 
starts," says K.S. Jayanth Kumar, 50, 
the group marketing controller. And 
this four-pronged stage is critical for 
the product's success. For, if ВРІ/5 
product development quality philo- 
sophy can be simplified, there would 
be just two practices: make your 
components yourself. And adapt 
technology to match the conditions. 
MAKING COMPONENTS: BPL has always 
believed that quality comes only by 
controlling the quality of the compo- 
nents that go into each product. And 
the best way to control component 
quality is to make as many compo- 
nents as possible in-house. So, BPL 
believes in indigenising production 
rapidly. 

For instance, it launched colour 
television (CTV) sets in 1983. Within 
two years, its plant near Bangalore 
began manufacturing key compo- 
nents. And today, except for the pic- 
ture tubes and semiconductors, 
almost all the components that go 
into a СТУ are manufactured 
in-house. Points out Ajit Nambiar, 31, 
managing director, BPL: "We make all 
the components for our video and 
audio products where the techno- 
logy is difficult." 

Having its own components plant 
helps BPL's quality in three ways. One 
iscost, since the cost of high quality is 
low. Manufacturing labour-intensive 
products domestically is cheaper 
than importing them from Japan, 
Taiwan, or South Korea. Also, says 
Ajit Nambiar, “in the last five years, 
the yen has gone up so steeply 
against the rupee that we would have 
been finished without our own com- 
ponent factories." 

Inventory management is also 
easier. While imports take close to 
four months to arrive—aftera letter of 
credit is opened—in-house plants 








Future by Fuji. Future by Jindal. 





Soon Fuji cameras and photochemicals Who else but Jindal Photo Films will be 
will be made in India. the only company to make them . 


Soon Fuji cameras, photochemicals and a network of photo finishing labs, will make 
us the only fully integrated photographic products company in India. For you, it will 
mean world-class quality from clicking a snap to having it in your hand. The same 
quality that comes to you from our photographic color paper, color roll film, X-ray 


and graphic art film or cine color positive film. | gees 
X All of which bear the stamp of Fuji Photo Film ч 
— а Fortune 500 company. Quality that has 


made us command over 50% market share in Jindal Photo 


most of our products. And the leading Films Limited 
photographic products company in India. 


INDIA’S NO. 1 PHOTOGRAPHIC PRODUCTS COMPANY. 


Mudra : JPF : 1646 
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can churn out additional require- | the components plant 


ments of components given just a 
And the third—and 
biggest—advantage of being self- 
sufficient is the flexibility that BP! 


week's notice 


gains in being able to change models 
and features—quickly 
Not only does BPL's CTV compo 





nents factory meet the captive 
requirements of the group, it has also 
been turned into a profit centre 
Supplying flyback transformers and 
electronic tuners to other manufac- 
turers like Philips, Kalyani Sharp, and 
Texla, and deflection 
picturetube manufacturers like 


Samtel, CT, and Uptron, it earns BPL a 


vokes to 


return on its investments 
Says K.R. Vinodkrishnan, 47, BPL's 
group general manager in charge of 


"The fact that 
other manufacturers are buying com- 
ponents from us is itself a seal of 
approval of our quality." Agrees Sukrit 
Mitra, 33 
Philips’ consumer electronics factory 


a purchase manager at 


at Calcutta: "The quality of BPL’s com- 
ponents is excellent. We buy the same 
components from other manufactur- 
ers too, but BPL's quality is the best." 

ADAPTING TO CONDITIONS: lt is here 
that BPL's manufacturing, design, 
market marketing 
departments come together to do it 


research, and 


right the first time. "BPL definitely has 
the ability to adapt the technology to 
suit the tastes and the requirements 
of the customer," admits Pradip 
Bhargava, 46, the managing director 
of the Pune-based Kalyani Sharp 

















On technology 
absorption 


On adapting 
technology 


The CEO Interview 


set up manufacturing pro- 
cesses here in India that are 
identical to that of our collaborators. 
We adhere strictly to the specifica- 
tions of the materials and the compo- 
nents, the manufacturing process, 
and the quality assurance prog- 
rammes of our collaborators. There is 
no compromise anywhere. Most 
importantly, we manufacture almost 
all the critical components in-house. 
And technology, you will agree, is in 
components. 


Our success can be assessed by the 
fact that we supply critical compon- 
ents to our competitors as well. In the 


case of CTVs, for example, nearly 65 
per cent of Indian industry's require- 
ments of flyback transformers, 
deflection yokes, and electronic 
tuners is met by us. Today, most inter- 
national companies are modifying to 
meet the requirements and tastes of 
different regions or countries. This is 
the key to product acceptance. 


Product quality has to be internation- 
ally acceptable. This requires constant 
upgradation of technology. BPL’s in- 
house R&D strengths together with our 
collaborators technology helps. We 
account for over 60 per cent of India's 
exports of CTVs. 


T.P.G. NAMBIAR 








On global 
integration 





LAKSHMI ELECTRICAL CONTROL SYSTEMS. 
BRINGING INTERNATIONAL 
SWITCHGEAR TECHNOLOGY TO INDIA. 


AND TAKING IT PLACES. Contactor 


LECS has brought in the expertise of world 
leaders in switchgear and has adapted it to 

Thermal Overload Relay 
Indian conditions. To give you the best in 
switchgear. LECS has a wide range of 
contactors 9-30 amps. 43-72 amps. & 
110-300 amps. LECS gives you compact, 
space-saving switchgear — with revolutionary 
concepts such as rapid coil change, snap fit 
assembly, positively guided bounce-free | Mechanical Latch 
contacts, self-lifting washer screws, DIN — rail 
mounting option and recessed terminals with finger and knuckle 
proof protection. The housing is made of flame-retardant 
thermoplastic material. LECS switchgear provides unrestricted 
access and is also shock-proof. Adaptability simply involves slide 
fixing additional contact blocks, timing elements, over-voltage 
limiters and mechanical inter locks. For those of you who would 


like to know more, call on our vast distribution network — Batliboi, 


a respected name in Indian industry, to give you an 
el 


BATLIBOI 


TW 


c 


insight into the latest in switchgear technology. 


Ahmedabad * Bangalore 
Bombay * Bhopal 
Bhubaneswar * Calcutta 
Coimbatore * Cochin 


LAKSHMI ELECTRICAL 
CONTROL SYSTEMS 

Teche * үс * Jaipur LIMITED 

amshedpur * Lucknow 


Ludhiana * Madras * Nagpur | Arasur - 641 407, Coimba 
Pune * Secunderabad | Ph: 887509, 8 9. Tix: 
Visakhapatnam Fax: 0422-887652. 
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20TH CENTURY KINE 


Tl 


RSE 


FINANCE LIMITED 


Regd. Office : 0-1 Block, Plot 18/2, Chinchwad, Pune - 411 019. Phone - (0212) 770566, 770567 Fax - 774712. 


PUBLIC ISSUE OF 40,00,000 EQUITY SHARES OF RS. 10/- EACH FOR CASH AT A PREMIUM 
OF RS. 60/- PER SHARE INCLUDING FIRM ALLOTMENT OF 9,00,000 EQUITY SHARES TO 
NRIs/OCBs ON NON-REPATRIATION BASIS AGGREGATING RS. 28 CRORES. 


ISSUE HIGHLIGHTS 

Q 20th Century Kinetic Finance Limited (TCKF) - promoted by 

20th Century Finance Corporation Limited, Bombay (TCFC), a 

well diversified, integrated financial services Company and 

Kinetic Engineering Limited, Pune (KEL), a leading manufacturer 

of two wheelers, both having a consistent record of profitability 

and dividend payments. 

TCKF - an existing profit making and dividend paying Company, 

engaged primarily in the business of hire purchase financing 

and leasing. 

Û Captive market for financing Kinetic two wheelers. 

Û Projections appraised and fund requirements part financed by 
Industrial Development Bank of India. 

Û Income Tax benefits u/s 80L, 80M under Income Tax Act, 1961 
and Wealth Tax benefits. 

Q Easy Liquidity - Listing proposed at Pune, Bombay, Ahmedabad 
and Madras Stock Exchanges. 

Investors may note that in case of oversubscription, the allotment 

shall be on a proportionate basis which shall be finalised in 

consultation with the Pune Stock Exchange. 


RISK FACTORS 
Risks External to the Company 


О The Company is engaged in the business of finance and by its 
very nature is exposed to credit and investment risks. 

О The Company is engaged in hire purchase financing of 
automobiles and hence its performance may be affected due 
to recession, if any, in the automobile industry. 

Q The four wheeler financing and leasing industries have large 
players operating and hence the Company is expected to face 
stiff competition in these fields. 

lJ Any changes in the Government's fiscal and monetary policies 
may have an impact on the operations of the Company. 

Risks Specific to the Company 

Û The Company's operations are linked to the performance of 
Kinetic Engineering Limited and Kinetic Honda Motor Limited 
as the major business is financing the purchase of two wheelers 
manufactured by these Companies. 

Q The achievement of the business plan targets are subject to 
raising of resources by way of public deposits and enhanced 
cash credit from banks. 
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LEAD MANAGER ТО THE ISSUE 


„а INDUSTRIAL DEVELOPMENT 
BANK OF INDIA 
IDB) Tower, Cuffe Parade. 
BOMBAY - 400 005. 


Phone - 2184872 Fax - 2181195 


JT. LEAD MANAGER TO THE ISSUE 


№ JM FINANCIAL & INVESTMENT 
газо CONSULTANCY SERVICES LTD. 
4, Bhuwaneshwar Society, 
Dr. Homi Bhabha Street, 
NCL-Pashan Road, Pune - 411 008. 


MANAGEMENT'S PERCEPTION OF RISK FACTORS 

(Risk Factor #1) 

The Company has always followed a prudent exposure policy, 
including thorough screening, sound credit appraisal, immediate 
and effective follow-up for recovery resulting in minimisation of 
risk and expects to continue the same for the future. 

(Risk Factor #2) 

The Indian automobile industry has recovered from recession and 
is expected to witness significant progress in the near future. As 
such, the Company does not foresee any difficulty in achieving its 
business volumes. 

(Risk Factor #3) 

The Company's network of area offices is unique. It covers areas 
normally untapped by the large players. Besides, the Company 
expects to encash on the experience of its Promoter Company 
20th Century Finance Corporation Limited. 

(Risk Factor #4) 

The Company is confident of facing the fiscal and monetary policy 
changes and would suitably build on them to its advantage. 
(Risk Factor #5) 

The automobile industry is currently witnessing significant growth 
and hence the Company does not foresee any difficulty in the 
performance of these Companies. 

(Risk Factor #6) 

The Company has a sound rapport with its consortium of banks 
and does not expect any difficulty in meeting its cash credit 
requirements. The Company does not envisage any difficulty in 
raising public deposits with its area office network enabling a better 
client reach. 
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Act, 1956. 
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White planning 

to launch 
refrigerators, BPL 
noticed that in 
states like Gujarat, 
milk is stored in 
large vessels. The 
firm's engineers 
redesigned the 
interiors of Sanyo’s 
refrigerators to 
create shelves that 
could be folded 
back to free 

more space 





ВРІ’ institutionalised process for 


adapting technologies involves 
going back and forth between 
Sanyo's list of products and tech- 
nologies and checking every aspect 
of them against the markets where 
BPL’s products would sell. Other than 
the—obvious—climatic factor, some 
of the other criteria BPL uses are: 

m Does the technology suit the infra- 
structural realities of the market? 
For example, the power situation. 
When BPL-Sanyo Technologies began 
manufacturing VCRs, checking the 
available technology against market 
realities showed BPL that Sanyo's 
technology allowed it to produce 
vers which work only at a constant 
voltage. So, BPL modified its VCRs so 
that they operate smoothly at a volt- 
age as low as 165 volts. 

To take care of sudden surges in 
voltage, BPL also built in a surge pro- 
tector—a.k.a. spike-buster—to safe- 
guard the equipment. And to cope 
with power cuts, that could erase a 
preset recording program, BPL has 
added a back-up system that keeps 
the timer going for 60 minutes after 
the power goes off. "Such innova- 


tions do not require majortechnolog- 
ical breakthroughs,” explains Ajit. 
"Allitneedsiscommonsense, under- 
standing the basic requirements of 
customers, and the ability to make 
quick changes in product features.” 
m Does the technology suit the con- 
sumers usage habits? While they 
were shopping at Sanyo's refrigerator 
technology supermarket, BPL's man- 
agers started studying the Indian 
housewife's food storage habits in 
detail. Soon, they realised that the 
interiors of Sanyo's models needed 
to radically change. 

"We found that unlike the Japan- 

ese, Indians do not store much raw 
fish or meat," says S. Narayana Prasad, 
51, the general manager in charge of 
BPL's refrigerator plant. "Instead, they 
need more shelfspace to keep 
cooked foods and water bottles.” So, 
BPL designed a smaller freezer. Even 
the capacity of the models were 
changed, with Sanyo's 165- and 230- 
litre models being turned into BPL 
Sanyo's 185- and 250-litre models. 
ш Does the technology suit the cus 
tomer's aesthetic tastes? "Our range 
of speakers employ passive radiators 
for better bass response to suit Indian 
music," explains Shashi Nambiar, 33, 
executive director, — BPLSanyo 
Technologies. 

Only after the BPL product devel- 
opment team goes through this 
checklist does it produce mock-ups 
to check foraesthetics. Why, thiseven 
goes to the sales and marketing 
departments for their approval. Even 
the user manual isscrutinised forsim- 
plicity, clarity, and user-friendliness. 
And the entire package is then pre- 
sented to the management commit- 
tee for its approval. 

By this time, the assembly line is 
ready, work has begun on the adver- 
tising campaigns, and it is a matter of 
weeks before the product goes out 
into the world. Meanwhile, BPL's 
research would have already identi- 
fied another set of new products. 
That's why we call it BPL's product 
development quality circle. е 
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Introducing the Compaq 
Contura 400 

Clairvoyance or coincidence? It’s hard 
to tell. Because the Contura 400 bears 
such an uncanny similarity to your 
expectations of a notebook PC, you'll 
wonder if Compaq can read your mind. 
Portability without compromise 


» We've designed the 





Contura 400 so that 
you don't have to 


ТИТУ ТАРИИ sacrifice portability 


weight, the Contura 400 
weighs a mere 4 kilos. 


for comfort. .. 

Its full-sized keyboard includes a 
place to rest your palms. And it has 
a comfortable tilt for the way you 
work. Also, dedicated function keys 
and a large, center-mounted trackball 
put natural computing at your fingertips. 
Everything you would expect from 
your desktop PC 
The feature-rich 


Contura 400 packs 





Pre-loaded software includes 
MS-DOS, Windows, and 
Organiser, Tab Works and 
MS Works. 


in all the power 


of your office 























PC into a sleek, portable package. 

You have an upgradeable 486 processor 
and upgradeable colour 
monitor. A built-in 
floppy disk drive. 


Pre-installed software. 


Tested third party fx, Plus. the advantage of i 
modem and network 


interface cards w ensure nòt one ‚ but two Я 
compatibility with the 


Contura 400's PCMCIA 
type 0 and Ш slots. 


PCMCIA slots. Just 
what you need to help you 
keep in touch, and in front. 

More than you could wish for 
Now add to that advantages like 
an optional docking base with an 
ethernet version. A long-life battery you 
can replace anywhere. 
A convenient, clip-on 
handle. An ac adap- 
ter that is light and 
easy to pack. And, finally, Wie back de 
of Compaq's unique, 3-year limited 
worldwide warranty. So you have all 
the dependability and peace of mind 


you've always wanted. 


Remember? 


COMPAQ. 


Every COMPAQ Is DESIGNED WITH You IN MIND. 


©1993 Compaq Computer Corporation. All rights reserved. Compaq and the Compag logo registered U.S. Patent and 
Trademark Office. All trademarks are used for identification purposes only and belong to their respective owners. 








1133. Or get in touch with one of our distributors, Fujitsu ICIM Ltd, Ph: 022-2851905, 022-2851914, Fax: 022-28749 71, 
1062, Fax: 022-8363361, Unicorp Industries Ltd, Ph: 011-6811341, 011-6816177, Fax: 011-6817683. LINTAS Bir CPO PIG 258. 
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A. era of opportunities opened up for TI Cycles 
when a 34 per cent anti-dumping import duty by the 
European Community priced Chinese bicycles out 
of the market. But while exports have zoomed, TI 
Cycles’ profits have been dipping steadily. The 
problem: its traditional manufacturing systems, 
characterised by large batch production and slow 
turnarounds, have been unable to cope with the 
European market, whose rapidly-shifting consumer 
preferences demanded small batch production and 
high manufacturing flexibility. Now, TI Cycles is 
dismantling its production sytems to generate 
profits from quality. 











DEEPAK ( 


HEN the European 

Community (EC) slapped a 

punitive 34 per cent anti- 
dumping import duty on Chinese 
bicycles, little did it know that it was 
setting in motion a chain of circum- 
stances that would end with the trans- 
formation of the quality practices of 
an Indian company. 

For, as Made-in-China cycles 
suddenly found themselves priced 
out of the market, the Rs 212-crore 
Пп Cycles—a division of Tube Invest- 
ments India Ltd (Tube Investments), 
which is part of the Murugappa 
Group—pedalled smoothly into the 
vacuum, Not only did Ti Cycles’ bicy- 
cle exports shoot up from Rs 6 crore 
in 1990-91 to Rs 60 crore in 1993-94, 
the Harvard Business School's 
Michael Porter was impressed 
enough to recently rate TI Cycles as а 
globally competitive company-in- 
the-making. 

Porter is right—and wrong. 
Wrong because while exports have 
shot up, TI Cycles' profits are dipping. 
Although the company refuses to 








provide figures—as a division, it does 
not have to report its figures 
BUSINESS TODAY estimates TI Cycles 
profits at less than one per cent of 
sales іп 1993-94. Or Rs 2 crore оп sales 
of Rs 212 crore. In other words 
Cycles’ manufacturing systems have 
actually been unable to adapt 
profitably to the demands of the 
European market 

Jut Porter could be right because 
П Cycles is trying to rise to the 
challenge by restructuring its present 
manufacturing system completely to 
create a quality manufacturing 
process. In fact, when the dust settles 
by mid-1996, T! Cycles’ plant at 
Ambattur in Madras—another 
export-oriented unit is being built at 
Paruthipet near Madras with an 
investment of Rs 7 crore and will be 
ready by May 1995—will be replaced 





by seven functionally-autonomous 
business units 

The process began in April 1993 
when a task force of four senior man 
agers—from operations, mainte 
nance, production, and finance 





When т 
Cycles’ 
reengineering 
team (above) 
broke down 

the company’s 
manufacturing 
processes, it 
discovered 
that as many 

as 80 out of 

the 153 activities 
on the shopfloor 
did not add 


any value 
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Т, Cycles’ 
products 

are expensive 
for the domestic 
market. But 
their decision 


to export was 
a wise one” 


B.D. KAPUR 


PRESIDENT 
ATLAS CYCLES 


spent two weeks with the Birming- 
ham (UK)-based quality engineering 
consultants, Lucas Engineering & 
Systems, which has developed its 
own Systems Engineering Approach 
to Total Quality based on its experi- 
ences and those of the Cambridge 
University Manufacturing Enginee- 
ring Group. 

By September 1993, the plan— 
Manufacturing System Redesign 
(MSR)—was ready. Says P. Sridhar, 45, 
deputy general manager (opera- 
tions), who headed the team: "While 
the problems that we pointed out 
were tackled in a structured manner, 
no solutions were either offered or 
assured by Lucas. The onus of pro- 
viding solutions was left to us since 
only that would translate into better 
implementation." 

Fundamentally, т! Cycles’ prob- 
lems were traced to two dissimila- 
rities between the European and the 
Indian markets. One was product 
quality. Problems ranged from askew 
stickers and loose nuts to the rusting 
of an entire consignment because of 
wet cartons and poor electroplating. 
And the second was the pace at 
which consumer preferences chan- 
ged overseas. While no model lasted 
for more than six months abroad, 
Tı Cycles had been doing quite 
nicely by launching just 12 models in 
40 years in the domestic market. 

With the help of its customers, TI 
Cycles has solved its product quality 
problems to a large extent. For ins- 
tance, Mads Andersson, 30, the export 
agent fora German firm, Prophete, has 
been supervising quality on the 
shopfloor for four months now. 
"There has been appreciable imp- 
rovernent since | first came here in 
August 1994," hesays. Adds A. Hydari, 
50, vice-president, Tube Investments, 
and business head, T! Cycles: “It was 
our willingness to constantly upgrade 
to European standards that has 
helped us retain our customers." 

However, Ti Cycles process 
quality problems fall in a different 
category altogether. Constantly-shift- 


ing consumer preferences and the 
fragmentation of markets demand 
rapid turnaround times and small 
batch sizes. However, ТІ Cycles 
manufacturing processes were 
designed for large-batch production, 
using special purpose machines that 
are suited to manufacture large vol- 
umes of parts of particular specifica- 
tions. After all, ті Cycles produces 
8,000 bicycles every day of the 
week—including Sundays. 

Since it was under pressure to 
improve product quality, T! Cycles 
had resorted to fire-fighting mea- 
sures, attacking specific areas like 
rejection rates in painting and frame- 
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welding, and improving storage and 
transportation. But these piecemeal 
measures, although they did help in 
improving product quality, had 
thrown the processes themselves 
completely out of gear. 

Operations and manufacturing 
was hopelessly at sea in maintaining 
control over the scores of parts 
coming in to be assembled into the 
myriad models. In addition to the 27 
domestic models, there are, at any 
point of time, at least 24 more models 
being productionised for exports. 
And the planning involved was too 
complex for T! Cycles' centralised 
manufacturing system to cope with. 

Naturally, there was a negative 


It's your body. 
Wear what you want. I bring 


an eye-opening 
collection of fabrics 
slightly ahead 

of their time. 


A revelation 
in pure silk 
and blends. 


A revolution 

in pure merino wool, 
Woven from 

the world’s best yarn, 
with fine air spaces 
to keep you cool 
winter through 


summer, 


Rare fabrics 
that bring home 
the world’s best. 


Bare your soul. 
Weave romance 
around your body. 
In colours you have 
only dreamt of. 


Don't believe me 
Trust only your eves. 


The Uniworth Collection 
is available wherever 
fine fabrics are sold. 


The 
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To us at Skypak, globalisation means putting India at the centre of the globe. 


And treating every Indian as a first citizen of the business world. 


So while other courier companies are banking on tie-ups with foreign companies, people at 


Skypak have been quietly working on creating India's courier network to the world. 


A global network that has India and you as its first priority. Twenty-four hours a day. 


Today, Skypak people are in total control of India's nerve centres to the world of business. 


With major hubs in London, New York, Dubai and Singapore. 


Ensuring the highest accountability to you. Reaching your international consignments, with 


proof of delivery. In assured time. And at prices that please every Indian heart. 


After all, isn't this what leading from the front is all about ? 


JSrI(O'P arc 
The Service Specialists 


DON'T JUST PACK UT. SKYPAK iT. 


SOME Skypak Couriers Lid . Skypak House Off M. Vasanji Road, Andheri (E). Maral, Bombay 400 059 Tel. 816 8181 Far:836 $890 




















On problems 





A. VELLAYAN 


The CEO Interview 


INCE тї Cycles was set up in 1950, 

volumes have grown tremen- 
dously. We have moved from stan- 
dard cycles to specials, and into the 
exports market. The corresponding 
change at the shopfloor has been 
only in bits and pieces. So, many 
non-value-added items were getting 
intermeshed in the production 
process. 


We had to deliver everything on time 
as per quality. We could not take on 
the European market in the same 
mindframe as the protected 
home market We had to be as 
good if not better than the Taiwanese 
and the Chinese and, in some cases, 
the Europeans themselves. You 
have to get it right the first 
time. You must not forget that we 
are already handicapped the world 


impact on TI Cycles manufacturing 
costs, overheads, deadlines, emp- 
loyee morale, and product quality 
Lead times between sourcing raw 
materials and final output were high, 
leading to high interest costs. And the 
slow system forced ті Cycles to fore- 
cast demand from buyers and start 
manufacturing 
even came in so that it could meet 
tight deadlines 

Predictably, the result was over- 
production and wastage. "Our break- 
even levels were far too high com- 
pared to industry 
explains A. Vellayan, 42, joint manag- 
ing director, Tube Investments. In 


before the orders 


standards," 











over by the Made-in- India label. 


As against selling a bike in the 
developing countries at around $40, 
we were faced with the possibility of 
earning upto $70 in Europe. A com- 
mensurate element of value-addition 
resulted. For Ti Cycles, this has also 
translated into a synergy between the 
export market and the specials seg- 
mentin the domestic market. 


The first step is to communicate the 
difference between the requirements 
of the domestic and the foreign 
markets. The next step would be to 
lay down the processes on paper and 
to ensure that people actually do it. 
Something that only the quality 
control people were privy to in the 
past now needs to permeate through 
the entire shopfloor. 


On benefits 


On change 





other words, Ti Cycles had slipped 
into a vicious cycle where the more 
exports rose, the less profitable oper 
ations became. 

So, ТІ Cycles needed a new stra 
tegy. While one defence would be to 
set up manufacturing operations in 
Europe, Tl Cycles’ four-member task 
force realised that the only othersolu 
tion was a radical reorganisation that 
would build quality into every step of 
the manufacturing process. Three 
objectives were laid down for the 
process redesign 
Bg Cut lead times in order to keep 
pace with the customers changing 
requirements better 
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Ata workshop 

in mid-1993, 200 
managers and 30 
union leaders 
played a game 
where they found 
it impossible to 
score. Once it was 
simplified and 
individual initiative 
was allowed, the 
teams scored 
twice as many 
goals with half 
the players 





‘Empower workers 
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W Boost product quality as per the | 


customer's requirements. 
W Minimise costs by bringing down 
wastage levels and inventory. 
Explains Sridhar. "By tackling 
these three areas, we will be covering 
the gamut of our operations. It would 
mean delivering goods on time; 
ensuring that they 
standards as determined by the cus- 
tomer, and by minimising costs, we 
will add to our bottomline.” 
Breaking down each shopfloor 
process into value-adding and non- 
value-adding activities was the first 
step TI Cycles took. A typical non- 
value-adding activity would be the 
worker, after completing опе 
operation, waiting forthe next opera- 
tion to be set up. To its horror, the 
process redesign team found that in 








the manufacturing process, as many 
| as 80 out of 153 activities were non- 
value-adding. So, the total number of 
activities will be slashed to 88, with 73 


value-added ^ operations being 
retained and the non-value-adding 
ones being cut from 80 to 15. In addi- 
tion, the task force decided to restruc- 


match quality | ture the manufacturing system into 


seven modules: 

B Standard bicycles. 

W Export bicycles. 

@ Braced specials, which are racing 
and mountain bicycles with the 
tubes that make up the frame braced 
together. 

E Home-welded bicycles, which lie 
between braced specials and bicy- 
cles with their tubes welded together, 
for the domestic market. 

@ Rims, which are supplied to the 


















Standard | : 
cycles 








Braced 
specials 










Home- 
welded 
cycles 





Despatch 
unit 


W Cell/modular layout 

Wi Dedicated plant 

E Seeks to avoid 
overproduction 

W Small batches, short 
runs, rapid changeovers 

W inventory minimisation 

W Lead time minimisation 

Wi Make to order 

W Low overheads 

E High customer sensitivity 













first four modules. 

@ Electroplating and heat treatment, 
© which are supplied to the first four 
6 modules. 

@ Packaging for the first four mod- 

ules, since bicycles are sold in assem- 

bled form overseas and in knocked- 
down condition domestically. 
Crucially, Ti Cycles plans to make 
these seven units functionally auto- 
nomous, with the responsibility and 
the accountability for everything 
from the procurement of raw mat- 
erials to ascertaining Customer satis- 
faction. This replaces the current sys- 
tem, where the group vice-president 
is responsible for product quality. 
ы Breaking up manufacturing will 
T result in an instant flattening of the 
structure, quicker decision-making, 
and empowerment. Production con- 

















trol systems will become much sim. 
pler, leading to lower overheads and 


less wastage. Since ri Cycles will be 


able to manufacture to order rather 
than to forecast, there will be no over 
production either. 

Following the Kanban system, the 
first four modules manufacturing the 
final product will interact with the 
two supply modules as customers 
Inside each module, each process 
will be a customer to the previous 
one. And each worker will take on 
the role of a supplier as well as a cus- 
tomer, with the special-purpose 
machinery being replaced by multi- 
capability machines. “This will mean 
а step change in our manufacturing 
systems," promises Sridhar. 

And global quality. Of course, this 
will have an impact that goes beyond 
profitable exports. For, the lessons 
learnt will also be valid for manufac- 
turing for the domestic market. 
where Ti Cycles’ 18 per cent market. 
share languishes far behind leader 
Hero Cycles’ 36 and Atlas Cycles’ 25 
In fact, the export thrust has already 
rubbed off on its domestic market 
performance. 

Firstly. speed. After launching 12 
models in its first 40 years, Ti Cycles 
has launched 15 in the last five years; 
10 in the last 18 months, four in the 
last six. And 60 per cent of H's rev- 
enues come from the premium seg- 
ment of the market. But Bishamber 
Das Kapur, 78, president, Atlas 
Cycles, sounds a note of caution. 
"Their range is too expensive for the 
domestic market," he says. "The 
decision to concentrate on the 
export market has been a wise one.” 

To be sure, t! Cycles will have 
to invest Rs 17 crore in redesign- 
ing its manufacturing systems for 
quality. IS this worthwhile? Accord: 
ing to Tube Investments’ Hydari, 1 
Cycles will save Rs 25 crore every 
year in manufacturing costs over the 
next two years—even before the new 
system becomes completely opera 
tional. No wonder they say global 
quality pays. e 
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BEST 


Ш Ask overseas 
customers to 
educate 
employees in 
quality measures 


ii Break up 
centralised. 
manufacturing 
into autonomous 
units 


ж Eliminate 
non-value- -— 
adding activities 
from every 
process 


Ш Make every 
workeran 
internal 








airconditioning 











: c Altconditioning without electricity - 
шолу what Thermax has addressed کک‎ 
through Vapour Absorption Chilling. 
y Even today, black outs and brown outs 
are a reality and rising power tariffs 
won't make things easier, either. The 
incredible aspect about 
VAC is that it provides 


‘airconditioning at a frac- 


"power | required for com- 
pression chilling. Not 
only can you get aircon- 
ditioning without seeking 
aaditional power per- 
mits, you can substantially reduce your 
own power bills with VAC. In fact, if 
your process generates waste heat, VAC 

{Wil convert it into cooling at a negligi- 
ble running cost.(100% depreciation is 
part of the bargain.) 

о Further as а signatory to the 
Montreal Protocol, India is committed 
to phasing out CFC based 
compressors for airconditioning - 
"which may well leave VAC 


as the only real alternative. 








Introducing 
tion (1/20) of the Vapour Absorption 
Chilling - 
the airconditioning 
technology of the 
future. 


T 


THERMAX 
PROFIT FROM THE FUTURE. 


it Thermax,we are pursuing а host. 





















of frontier technologies like VAC. That 
promise rich dividends in the future. 
Today, we are a rapidly growing. 
multi ~ product, multi — divisional 
company. Designing, manufacturing 
and marketing a range 
of products and 
systems in the areas 
of Energy and Environ- 
ment. With successful 
diversifications into 
Chemicals, Electronics 
and Software. 

An annual group 
turnover of Rs.400 crores (Rs.45 crores in 
exports alone), a team of 3000 profes- 
sionals (over 1000 of whom are scientists. 
and engineers) and a net worth of пони ; 
Rs. 70 crores, provide a solid foundation 
as we venture into the future. Strategic 
alliances with international technology 
leaders like Babcock & Wilcox, G.E., 
Bertrams, Struthers and Trema, 
adda further competitive edge. 


Like we keep saying, the 


best is yet to come. 
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Quality 





in 
Vianufacturin 


О, no shopfloor is quality as much at a premium 
as in the pharmaceuticals industry. Its ambitions of 
girding the globe have prompted Ranbaxy into 
upgrading its manufacturing to world standards. 
Depending on process-driven techniques, the phar- 
maceuticals producer relies on automation to over- 
come local apathy to quality. In addition, Ranbaxy 
has devised a detailed method of documentation 
that has helped standardise quality processes. 
While it has managed to crack open some foreign 
markets, Ranbaxy’s goal is even more ambitious: to 
export its formulations to the US under its own 
brandnames in the near future. How? 











UALITY, at Ranbaxy, is a 
panacea that is produced; not 


Proud of the 
quality of the manufacturing stan- 
dards it had managed by the mid- 
1980s, the Rs 688-crore pharmaceuti- 
cals producer embarked on a confi- 
dent foray into the Asian market. 
Malaysia was the first stop and it 
seemed like a cinch; after all, wasn't 
Ranbaxy already taking on the 
transnationals that operated there in 
the Indian market? Sure, but what 
Ranbaxy still met with in Malaysia 
neartotal failure. "That little 
country of 15 million people taught 
us our first lesson in quality,” recalls 
Ranbaxy's the 
Parvinder Singh 
Although Капрахуѕ products 
matched Malaysia's standards іп 
terms of their pharmacopoeial char- 
acteristics, that was necessary, but far 
from sufficient, for success. “We dis- 
covered that a tablet with ascratch or 
a plastic spoon with a slightly rough 


a placebo 


Was 


CEO 52-year-old 
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edge was enough to render our prod 
ucts unacceptable in that market 
remembers P.D. Sheth, 55, Ranbaxy's 
executive vice-president (technical) 
Although it was a bitter pill to swal 
low, that was when Singh realised 
that Ranbaxy was actually nowhere 
near the global quality levels of the 
pharmaceutical industry, which 
were continuously rising 

So. Singh set his company—and 
himself—the toughest possible qua 
lity goal in the pharmaceutical indus- 
try: Ranbaxy must be able to sell its 
own drug formulations, under its 
own brandnames, in the global mar- 
ket. While Ranbaxy does so now in 
Asia, itseemed nearimpossible then 
After all, selling pharmaceuticals 
overseas means consistently manu- 
facturing perfect More- 
over, this perfection has to be demon- 
strably 


products 
process-driven since 
Ranbaxy's manufacturing processes 
and work procedures would be 
minutely inspected by the US Food & 





Ranbaxy's quality 
team—(from left) 
A.K. Malik, general 
manager (TQM), A. 
Dasgupta, deputy 
general manager 
(pharmaceuticals), 
P. Bindra, general 
manager (pharma 
manufacturing), 
and A.K. Ghosh, 
senior manager 
(quality 
assurance)—rely 
on automation 

for quality 
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ИА found 


that a tablet 
with a scratch 
was enough 

to render us 
unacceptable in 
the Malaysian 
market” 





P.D. SHETH 


EXECUTIVE VICE-PRESIDENT 
(TECHNICAL), RANBAXY 
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Drugs Administration (FDA) before it 
could enter the American market. 

So, Ranbaxy set out to build total 
quality into its manufacturing, deve- 
loping a functioning model that is, in 
its essence, transferable across sev- 
eral industries. As in any good TQM 
firm, automation is the strategy that 
Ranbaxy deploys to produce quality. 
Since it operates in an industry where 
asingle human error could destroy it, 
Ranbaxy's obsession with automa- 
tion for quality is not hard to under- 
stand. For instance, the company 
recently collaborated with Pam-Pac 
to develop a machine for a process 
that is normally manual: the machine 
opens a carton, puts in a strip of blis- 
ter-packed capsules, takes a leaflet 
from a stack, folds and inserts it into 
the carton, and seals the package. 

As a quality check, the end of 
each line is equipped with a metal 
detector. As soon as the absence of 
an aluminium foil-backed blister 
strip registers, the empty carton is 
sent back for recycling. While it is far 
from essential that a machine do the 
packing—manual packing would 
not compromise the product— 
Ranbaxy insists on it to ensure that no 
pack leaves the plant without a 
leaflet. "Automation in areas where it 


is not strictly needed is good because 
it is the only way to reach a stage 
where you get quality so consistently 
that you don't have to worry about it 
all the time,” says Pushpinder Bindra, 
45, general manager (pharma manu- 
facturing), Ranbaxy. 

Moreover, since Ranbaxy manu- 
factures 350 different products on 
nine production lines, it needs flexible 
manufacturing systems. If Ranbaxy is 
able to produce global quality, how- 
ever, it is because it has created a 
process-driven environment where 
each individual's skills are, in isola- 
tion, irrelevant. Admits Alok 
Dobriyal, 40, vice-president, Tennes- 
see Valley Associates International, 
whom the company consults: “In 
today's world, one has to be so good 
that one stops thinking about quality. 
Ranbaxy has it to be that." How? 

Well, Ranbaxy's quality practices 
begin with the delivery of raw materi- 
als to the warehouse at its plant at 
Dewas (near Indore) in Madhya 
Pradesh. As soon as a consignment 
arrives, it is stored in a designated 
area and the data is punched into a 
computer network. Then, a sample is 
tested by the Quality Control Labo- 
ratory (QCL) and rejects are sent back 
to the vendor. Interestingly, rejected 
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packaging material is destroyed in 
Ranbaxy's premises in the presence 
of the vendors’ witnesses. While 
everybody may do this, the rigour 
with which Ranbaxy tracks raw mate- 
rials is unmatched. 

At the in-coming materials ware- 
house, for example, there are only 
four states that anything can be in: 
Under Test, Sampled, Approved, or 
Rejected. While stocks are labelled 
and colour-coded according to their 
status, they must be stored with their 
labels visible in an area that is promi- 
nently demarcated in the same 
colour. So, a carton that has been 
approved could have a green sticker 
on itand will bestored in a green bay. 
As a result, raw materials simply can- 
notbe mislaid in the warehouse with- 
out sticking out like a sore thumb. 

Since production is based on 
demand, every production run starts 
only when marketing asks for a cer- 
tain quantity of a certain product by a 
certain date. Then, production asks 
for the raw materials it needs and the 
network generates the exact quanti- 
ties of everything that will be 
required—from the chemicals to the 
packaging material—and prints out 
instructions for their procurement 
from the warehouse. These instruc- 











Physical 
checking of 
material 
takes place 


tions identify the actual container 
from which the material is to be 
extracted and even the container's 
physical location—rack numberand 
row number—in the warehouse. 
Decisions are made on a first-in, first- 
Out (FIFO) basis, and any discrepancy 
between reality and virtual reality 
serves as an alarm. 

Likewise, at the other end of the 
line, Ranbaxy has perfected a product 
traceability system. In the eventuality 
of a customer complaint, Ranbaxy 
can trace the entire history of a prod- 
uct through just its batch number. 
For, that number is a pointer to every- 
thing that there is to know about that 
strip of capsules: from the relative 
humidity in the chamber where the 
formulation was mixed to the lot 
number of the aluminium foil that 
was used in the packaging and to the 
control sample of the batch that Ran- 
baxy maintains until the expiry date. 

Back in a sterile enclosure inside 
the warehouse, the raw materials 
required for that batch are extracted 
and the containers are repacked. 
Then starts a unique practice: the 
detailed documentation of the envi- 
ronment in which the production 
takes place: the temperature and the 
humidity at which the material is han- 
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R anbaxy's 
product 
specifications 
are much more 
detailed than 
those of any of 
our other 
customers” 


M.K. BHARGAVA 


MANAGING DIRECTOR 
KUMAR PACKAGING 
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The CEO Interview 


We have products that are as good, 
if not better than, anyone else's. 
They are finding acceptance in mar- 
kets like China, Malaysia, Russia, 
Africa, Thailand, Southeast Asia, and 
the Gulf. And we are now finalising 
our entry model for the West. We 
have never had two quality levels for 
the export market and domestic 
sales. There can be no seconds in 
pharmaceuticals. 


One is to change the mindset of peo- 
ple. The Indian mind has been work- 
ing on the premise that we make 
what we make and the consumer has 
to buy it. But now, we are selling to 


customers who are more discerning 
and they all want products of differ- 
ent specs. We can always deliver it, 
but the question is: how does the per- 
son tackling the order look at it? Does 
he say: "Oh God, another variation?" 
Or does he say: “Oh good, another 
business opportunity?" This is the 
shift in inner attitudes that we are 
working on. 


My role has been to send out the clear 
message that we are serious. 
We demonstrate through our time, 
commitment, and our obvious 
involvement that quality is not just a 
slogan for us. 


PARVINDER SINGH 
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In the four produc- 
‘tion blocks, each of 
which manufacture 
products that must 
be isolated to 
different degrees, 
everything is colour- 
coded, down to 

the uniform of the 
workers. Even 

the chairs in the 
icanteen—of which 
each block has 

a separate 
one—conform 
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dled is recorded, as also the material 
that was last handled in that enclo- 
sure. Moreover, these factors are con- 
tinuously measured and recorded 
throughout the production cycle. 

In the production area, the qual- 
ity concern is that the machines and 
the clean-rooms in which a batch isto 
be processed has been completely 
purged of the traces of the last prod- 
uct manufactured there. When a pro- 
duction run ends, the room and the 
machines are cleaned, checked by 
the ОС, and then sealed. And the 
next time a batch has to be run 
through that room, it is opened and 
tested for cleanliness again. Only 
then is the formulation filled into a 
capsule or formed into tablets. Once 
this is completed, samples are taken 
by the QCL and the batch is not pack- 
aged until the results come. 

Cleanliness squeaks throughout 
the plant. Inside the clean-rooms, 
every cupboard slopes so that its top 
is visible. There are no grooves in the 
furniture where dust can collect, and 
the corners of the walls, ceilings, and 
floors are rounded. Total quality, 


clearly, begins with plant design. 


Serving as a quality superstruc- 
ture in manufacturing is Ranbaxy's 
frame of processes—and documen- 








tation. Each activity has clearly- 
defined work processes that are avail- 
able on paper—in English and 
Hindi—next to each workstation, 
While documentation is an integral 
part of any quality system, the 
emphasis on inspection—such as the 
double inspection of machinery— 
does not fit into the flrsttime-right 
quality philosophy. “А situation 
where inspections are not required is 
ideal. But Indian realities and prod- 
uct sensitivities do not permit it as 
yet," explains Ranbaxy s Bindra. 
Litte wonder, then, that 
Ranbaxy's focus is shifting to what 
Arun Kumar Malik, general manager 
(TQM), Ranbaxy, describes as “the 
softer side of quality management." 
In the last two years, it has launched 


a programme—Culture Change, 
Continuous Improvement, and 


Quality Management—whose aim is 
to change the way the employees 
work. For instance, production-line 
workers, go through a training pro- 
gramme that focuses on the FDA's 
Current Good Manufacturing Prac- 
tices, teaching participants the why 
as well the what of the Ranbaxy way. 
After all, total quality in manufactur- 
ing is impossible without automating 
quality inthe mind of the worker. e 
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For us it is more than ultra refined entertainment. For 
us it is untapped potential, a growing opportunity. 


After establishing itself in plastics and PET, Padmini is diversifying into CD. 
Another in-thing worldwide. Padmini couldn’t have asked for a better take-off 
in the field of CD manufacturing. Keeping up its leading tradition 

Padmini has tied up with ODME of the Netherlands. To manufacture 

hi - tech Compact Discs (CD) 

ODME, Padmini's CD collaborator is none other than an offshoot of renowned 
Philips, of the Netherlands. Everybody knows that Philips invented Compact 
Disc. But little does anyone know that it was ODME under Philips who 
actually fired the shot! 

Under this collaboration comes home, transfer of technical 

assistance, detailed documentation, guarantee and warranty too. 


Padmini and CD, a sound tune in the making. 
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Quality 
s After- 
Sales Service 











Ta years ago, in the face of rising customer 
dissatisfaction, the boiler-manufacturer Thermax 
decided to revamp its after-sales service. A system 
of franchisees was created in the hope that they 
would service customers better. However, the 
strategy did not stem customer complaints and in 
1991, CEO Rohington Aga decided to adopt TQM. To 
make Thermax more customer-oriented, Aga set up 
Divisional Apex Responsibility Teams (DARTs). 
Next, the concept of internal customers was crea- 
ted, simulating the reactions of the actual customer. 
Slowly but surely, the TQM process is helping 
Thermax deliver after-sales quality to its customers. 








N 1981, Rohington Aga, the 

58-year-old CEO of the Rs 330-crore 

Thermax, bought himself a Honda 
Accord. Three years later, mulling 
over an acidic complaint about the 
company's after-sales he 
had received from one of his cus- 
tomers, Aga found his thoughts 
straying to his саг. “I remember think- 
ing: when is Thermax going to run 
like this Honda?" 


service 


Ten years of effort later—the last 
three of which have been spent in 
making Thermax a total quality com- 
pany—Aga has, finally, found an 
answer. Customer-focus is no longer 
a euphemism; instead, 
Divisional Apex 
Teams—ensure that Thermax's cus- 


DARTS— 


Responsibility 


tomers no longer have any cause for 


complaint. Happily, the system now 
runs as well as Aga’s Honda 
Still, it has been a long haul forthe 


Poona-based manufacturer of indus 
trial equipment. Nowhere is the 1 
for after-sales service as sorely felt as 
їп the which 
accounts for one-third of Thern 


eed 


boilers business, 





axs 











turnover. Critical to generate steam 


boilers are susceptible to low-grade 


inputs of coal and fuel oil as well as 


indifferent maintenance by us 


tomers. But if the boiler stops, so does 


the factory 


Thermax was beginning to feel 
the heat from dissatisfied customers 
Ensuring up-times was proving to be 
difficult. For 


centres for buyers, refresher courses 


one despite 


training 


and trouble-shooting 


guides 
its customers 


l'hermax realised that 


were inept at maintenan 


Secondly, input quality could not b« 


controlled: while the sulphur content 
in fuel oil was stipulated at thre« 
per cent, tests revealed levels as 
high as 4.5 per cent. Or voltag 
fluctuations would wreck sensit 


instrumentation 


3y the mid-1980s, Thermax was 
convinced that its process-heat 
division—which manufactures 


types of boilers—should revamp its 


service 
Although 


service engineers 


philosophy 
the 


complete (у 
сотрапу һаа 90 


they spent m 
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computer & send 


floppy to HO 


Wait for TSF 
to lift 


R esponding 
within 24 hours 
is now taken for 
granted. I am 
more bothered 
about the 
quality of my 
response now" 


JATIN PARIKH 


THERMAX 
FRANCHISEE 





W CRITICAL AREAS 


time commissioning 700-odd new 
boilers a year than maintaining 
Thermax's 7,000 old boilers. Admits 
Abhay Nalawade, 45, executive 
director, Thermax: "We had neither 
the focus nor the manpower to deal 
with this growth." 

That's when a debate followed on 
whether after-sales service was best 
provided through a dealer network 
or through franchisees. The latter 
concept won; franchisees were cost- 
effective and could be controlled 
whereas dealers would have conflict- 
ing objectives like selling spares. 
"Still, | am not comfortable with the 
idea of franchising. The minute you 
externalise service, you lose control 
over the quality of service," points 
out N.K. Balasubramaniam, 55, the 
CEO of the Rs 205-crore boiler-maker, 
ACC-Babcock. 

Sure, by launching the Thermax 
Service Franchisee (TSF) system in 
1985, Thermax made history. Under 
the scheme, clients were charged for 
a fixed number of visits by service 
staff every year. But the rates were 
standardised regardless of where the 
franchisee was situated. And each 
boiler purchaser was assigned an 
area franchisee. 

He, in turn, was assigned a tough 
mandate: the boiler must be avail- 








able to the customer at least 99 per 
cent of its guaranteed life—exclusive 
of shutdowns for overhauls and 
repairs. With such an ambitious 
target, surely Thermax's after-sales 
strategy was now flawless? 
Surprisingly, it was not. Six years into 
the scheme, Thermax realised it had 
merely swapped one set of problems 
for another. 

While the focus was now on 
fixing problems, there was no 
attempt at crisis-prevention. Net 
result: complaints piled up again. 
Customers still experienced break- 
downs because no early warning 
system had been set up. Worse, 
neither Thermax nor its brace of TSFs 
had worked out the breakdown point 
for components; so, customers 
suffered delays because parts were 
invariably out of stock. 

Then, in 1991, Thermax decided 
to become a TQM company. And Aga 
roped in J. Nirdosh Reddy, 49, who 
runs the Michigan (US)-based quality 
consultancy, ANAAR. “Thermax was 
well-known in the industry but 
lacked customer-focus,” recalls 
Reddy, who then used his template, 
which is based on Deming's 14-point 
philosophy, to map out the three fun- 
damental steps Thermax must take in 
its quest for quality: 





Log order in 


computer & send 
floppy to HO 


411 
available? 


Wait for supply 
from HO 


f Wait tor TSF 





from 
to a 


m Managers must move 
a resultsonly philosophy 
processes-lead-to-results ethos. 
W Employees must learn to use the 
ANAAR roadmap, a methodology to 
improve processes. 

W The system must be revamped to 
nurture employee-participation in 
process improvement activities. 

In the specific context of after- 
sales, TOM meant a new focus on 
preventive maintenance. Only if 
problems were pre-empted would 
the TsFs achieve their 99 per cent 
up-time targets. And, as in all TQM 
organisations, change had to be 
initiated top-down: from Thermax to 
the TSFs. Interestingly, Reddy's 
methodology dictated that each 
quality project should be sponsored 
by a not-spareable top manager. 

"Twas CEO Aga who sponsored the 
Customer Service project himself. 
Based оп the  processto-results 
formula, Thermax began identifying 
the processes that were breaking 
down. That entailed tracking and 
analysing data with the help of flow- 
charts to determine where exactly 
the lacunae lay. Right away, Thermax 
ran into problems. “There is always а 
big gap between intellectual appre- 
ciation and concept implementa- 
tion," explains Reddy. 


Supply available 
item to TSF 


For instance, whenever a fran- 
chisee reported that they had not 
received a spare, managers in the 
boiler division at the Thermax head- 
quarters would chase their counter- 
parts in every other function in order 
to find out the reasons for the delay. 
Soon, managers were either shirking 
this cumbersome process. Or passing 
the buck. Result: complaints lay 
pending for weeks, franchisees did 
not get spares, boilers stayed down, 
and customers complained bitterly 

Admits Jatin Parikh, 38, a 
Bombay-based Thermax franchisee: 
"Our service was unstructured.” 
Cutting through the chaos, Reddy 
pointed out that TOM meant that the 
external customer should Бе 
Thermax's single focus. And Aga 
interpreted this by convening a 45- 
minute meeting every day of a cross- 
functional team in the boiler division 
to log customer complaints. 

"The initial reaction to spending 
45 minutes reviewing complaints 
was: | have better things to do. But I 
insisted that this be done,” says Aga. 
This resolved a number of issues right 
away. First, Thermax began to work 
in teams. Secondly, cross-functional 
teams ensured that problems were 
tackled jointly and promptly. From 
this rule, DART evolved into a struc- 
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The minute 
you externalise 
service, you 
relinquish 
all control 
over the 
quality of 
service” 


N. BALASUBRAMANIAM 
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What does 
quality mean? 


What about 
India's quest? 


ROHINGTON AGA 





The CEO Interview 


company that lives, breathes and 
xudes quality from the time we 
initiate a response to an enquiry till 
the time we manufacture, supply, 
erect, and commission the product 
or the system. This quality relation- 
ship should be continued so that a 
repeat order is the most natural out- 
come. Itisalsoa company with a lean 
team, where each member adds con- 
siderable value because nobody 
does any rework. 


Too little and too late. And the reason 
is very simple. If you have a sheltered 
marketplace, the customer has no 
choice. And lack of quality is the nat- 


tured methodology, one of whose 
aims was to systematise the process 
of preventive maintenance 

So, the concept of internal cus- 
tomers was created. Employees and 
franchisees 
complain 
began pointing out flaws that could 
lead to service problems right when 
the boilers were 


were encouraged to 


Soon, site engineers 


sioned. And franchisees produced a 
list of spare-parts that repeatedly got 
damaged in transit 

Moreover, every fault reported— 
from internal or external customers 
via telephone, fax or mail—is regis- 
tered as a Customer 
Default 
gorised according to date 
and problem—then go to everybody 
in Thermax. That improves commu- 
nication; if the problem is with mate 


Expectation 
(CED). CED forms—cate- 


product 





being commis- | 


ural outcome. Ultimately, quality 
standards will only improve when 
competition makes it imperative that 
we build quality. 


There is very little the government 
can do except in one specific area. 
Since the government is a large 
buyer of goods and services, it can 
insist on standards of quality by 
adherence to standards like 151 or 150- 
9000. And by not panderingto the lowest 
common denominator and deciding 
tenders purely on price. 


Yes. We should have started many 
years earlier. 


rials, then the materials manager has 
to handle it 

In addition, response times are 
fixed. A Thermax employee has to get 
back to an unhappy client within 24 
hoursand an action plan hasto follow 
in 72 hours. While this ensures that the 
customer knows that his problem is 
being Thermax 
employee also has to figure out why 


addressed, the 


the problem had even occurred. 

By February 1994, Thermax stan- 
dardised a management information 
for DART. Five levels of 
drilling—drill signifies discipline as 
well as the act of penetrating 
data to define problem 
areas—were created, with the data 


system 


through 


being classified accordingto product 


| CEDs, actionable-area CEDs, process 
| CEDs, warranty problems, and opera- 


tional problems 


What can the 


Would you do it 
differently? 









AA 
MAFAI MICRON 


IN TECHNICAL COLLABORATION 
WITH SIEMENS AG 


ITI, CACT, LCSO, UL(USA), C-DOT, RDSO 


APPROVED 


Mafatlal Micron, 
in technical collaboration with Siemens AG, 
Germany, offers world class connectors. 





Serving diverse applications in Telecommu- 
nication, Office Automation, Control & 





PRODUCT RANGE. Instrumentation and Defence sectors. INTEGRATED 
MANUFACTURING 

EUROCON What’s more, our commitment to quality FACILITIES : 

Standard Euro, Reverse Euro, Power doesn’t end with the approvals we receive. ' 

Euro, Mixed Euro, HE 11 Series and But extends to achieving "Total customer © Injection moulding machines 

HETA BINE connecion. satisfaction" Through our national and € High-speed stamping presses 

IDCON intemational network of offices and e Selective plating facility 

Standard Headers, Standard Females, distributors. All, providing excellent service. 


€ Sophisticated assembly machines 


DR ра кисин OMNE Remember, for excellent connections there is | 
9 State-of-the-art, quality &process control 


only one name, Mafatlal Micron. 


AGENCY OPERATIONS INCLUDE 


Hirose Electric Co. Ltd., Japan ~ For a wide range of connectors and Microwave Components 
Kyung In Electronic Co. Ltd., Korea — For Potentiometers, Switches and Relays 








Corporate & Marketing Office : Asarwa Road, Post Box No. 2006, Ahmedabad - 380 016, Phone : 312356, 312348. Telex · 0121-6206 IN 
Fax : 079-333045 • Factory : C-7 & В, GIDC Electronic Estate, K- Road, Sector No. 25, Gandhinagar - 382 025, Gujarat. Phone : 25338 
Fax : 02712 - 26906. * Branch Offices : 1016, Brigade Towers, 135 Brigade Road, Bangalore - 560 025. Phone : 2270715,Extn. 1016, Telex · 0845-8808 
FIL IN. Fax : 080-2217894. * 10/200. D. N. Nagar, J. P. Road, Andheri (W), Bombay - 400 058. Phone : 022-6204353. Fax : 022-6241382 * 14/48 
Commercial Centre, Diplomatic Enclave, Malcha Marg, New Delhi - 110 021. Phone : 3010115, 3010116. Telex : 031-61019 МОМО IN. Fax 011-3010117 


The Electronic Components Division of Mafatlal Industries Limited 








The first company to manufacture a range of commercial vehicles in India. Since 1948. 
A range that today comprises trucks from 7T GVW to 145T GTW, passenger buses from 
26 to 90 seaters and diesel engines for industrial, genset and marine applications. 


The first automobile manufacturer to receive the ISO 9002 certificate followed by the 
comprehensive ISO 9001: 1994 certification. 


The first commercial vehicle manufacturer to receive “Self Certification” status for 
defence supplies. 


The first commercial vehicle manufacturer to introduce full air-brakes, multi-axled rigid trucks, 
articulated trucks, double decker buses, articulated vestibule buses and a host of 
special application vehicles in the country. 


And now in technical collaboration with IVECO the European trucking giant and winner of 
"Truck of the Year" award for two consecutive years, Ashok Leyland offers the Cargo series of 
world class intermediate commercial vehicles. 


Backed by a major transnational conglomerate, the Hinduja Group,and state-of-the-art 
technology from iveco, Ashok Leyland is now geared to continue pursuit of its mission: 
Global Standards. Global Markets. 


HINDUJA 
/ GROUP 


19, Rajaji Salai, Madras - 600 001 
Tek: (91) 44-5342141 
Fax: (91) 44-5342493 
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A WHELs 
We need to transform our philosophy, thought 


: on 
processes, management system, 


and dally activities to successfully compete in this global environment 


Every month, the divisional team 
makes a presentation to top manage- 
ment on problem areas and 
response-times. Moreover, data- 
collection helps identify critical para- 
meters such as, say, parts which need 
replacement within a year. Net result: 
assoon as Thermax identifies the life- 
cycle of a component, it changes that 
part before it wears out. 

Similarly, as soon as the fran- 
chisee knows how often a particular 
boiler shuts down, he plans periodic 
overhauls. Says Parikh: "Responding 
within 24 hours is now taken for 
granted. | am more bothered about 
the quality of my response now." 
Nor is it a coincidence that 
franchisees like him now unabashedly 
espouse the cause of TOM. 

For, Thermax ensured that its 
franchisees were included in the TOM 
movement right from its inception. 
That was also significant because 
they were totally dependent on 
Thermax; now, they enjoy a degree of 
flexibility. Post-TOM, empowered 
franchisees can replace components 
upto a certain value if they adjudge 











the fault to be Thermax's. Franch- 
isees also attend the periodic reviews 
ofthe TOM project at Thermax's head- 
office. The logic: as data has to be col- 
lected from the field, the TSFs need to 
be updated. 

Did everybody embrace TQM so 
warmly? Not really. Even though 
Thermax's staff was keen to improve 
after-sales service, DART faced scepti- 
cism. It was Aga’s persistence that 
finally won DART acceptance—a 
reminder of how the CEO's commit- 
ment is crucial for ТОМ. “1 insist that 
all major complaints be escalated all 
the way up to me. We have to meet 
the customer more than halfway." 
says Aga. 

Not surprisingly, — Thermax's 
annual TSF meeting is now atypical. 
Instead of chatting about the number 
of new service contracts bagged, 
Thermax's franchisees worry about 
comparative response times and the 
number of service contracts that 
were renewed. For Thermax, that 
spells a quality of aftersales service 
that their customers are bound to be 
delighted with. E 
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“Today, India is a battleground for MNCs. 
To succeed, we need office automation that 
enhances the company’s inner strength." 


RAVI DHARIWAL 
EXECUTIVE DIRECTOR - BEVERAGES 
PEPSI FOODS LIMITED 


The raging marketing 
warfare calls for operating on 
strong foundations. Which is 
why world-class office 
automation is becoming 
increasingly important in India. 

Ushering in these much- 
needed solutions is HCL. With 
its 19 years of experience in 
OA. And its alliances with 
global leaders in the field. 

Not surprisingly, the range 
the company has put together 
is the latest and widest in 
the country. 

A range that brings 
operating efficiency at par with 
global standards. And keeps it 
that way with support from 
HCL's network of over 450 


customer engineers. Manning 


101 service centres. 





For more information, contact 

The Marketing Manager 

HCL LIMITED 

A-10-11, Sector 111, NOIDA-201 301 
Fax : 011-89-51519. 
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Hos Lever's key to quality marketing— 
from selecting a product idea to checking when the 
appeal of an ad spot begins to pall—is an obsession 
with consumer feedback. Not only do HLL's process- 
es have built-in filters to discard unworkable ideas, 
they also possess the leeway to keep innovation 
alive and effect mid-course corrections. While the 
Innovation Funnel for product development fast- 
forwards a concept to retail shelves, the Unilever 
Plan For Great Advertising is a checklist to create 
effective campaigns. The superstructure for these 
processes: electronic linkages that allow HLL to tap 
into Unilever's global pool of knowledge. 








REMOVES 
STAINS 
ONTROLLE 
LATHER! 


Giving the consumer the right product 
at the right time at the right place 


HAT simple 14-word mission 

statement is the fountainhead 

of the Rs 2,436-crore Hind- 
ustan Lever Ltd's (HLL) quality mar- 
keting practices. "HLL's quality model 
is simple: worry about the con- 
sumer," says Abraham Koshy, 40, 
professor (marketing) at IM-Ahmeda- 
bad. How does HLL do it? 
THE RIGHT PRODUCT: Weaving tech- 
nology into brands is what HLL's CEO 
S.M. Datta, 58, identifies as the need 
of the 1990s. At any given point of 
time, the company's research labora- 
tories are working on 40 to 45 product 
ideas with which to hit the market- 
place over the next three years. 

The Innovation Funnel is what 
HLL calls its product development 
process. Says Prabuddha Ganguli, 46, 
head (information and 
patents), HLL: “It is a structured deci- 
sion-support - system that helps 
achieve transparency in operations 
and crushes innovation cycle times.” 
Specifically, from 10 to 12 years in the 
1970s to two to three years currently 

And HLL's product ideas come 
from four sources: 

@ Unilevers global business priori- 


services 








Ни marketing 
team, led by 
Siddhartha Sen 
(sitting), M.S. 
Banga, Harish 
Manwani, Arun 
Adhikari, and K.P 
Ponnapa (standing 
from left) use 
Unilever's on-line 
infogrid to share 
notes on brand 
experiences and 
home in on the 
right strategies 


ties. For instance, Unilever is curren- 
tly focusing on foods, beverages, and 
cleaning products for global growth 
ШЕ Consumer research 
tly tracks 700,000 consumers a year in 
100,000-plus towns. Data 
every day and an analysis is conduc 
ted every eightto 10 weeks. Says Arun 
Adhikari, 40, head (market resea- 
rch), HLL: "Vim Bar was born out of an 
understanding of how dishwashing is 
done—by mixing a scouring powder 
with a detergent powder—and the 
consumer's unresolved needs." 

Ш Competitor's moves. For instance 
aware that Reckitt & Colman was 


HLL constan- 





pours in 


| extending the Dettol brand to an 


antibacterial liquid soap, HLL rushed 
in with a Lifebuoy liquid brand 
@ Research breakthroughs. A 
covery in the late 1960s at HLL's Bom 
bay laboratory that skin-colour is de 
ermined not by the amount, but t 
the distribution of melanin in the sk 
led to the development of the su 
cessful Fair & Lovely fairness cream 
Then, a cross-functional team of 
managers translates the product idea 
into a project brief, which has to 
Ш Specify the business need. For 
instance, achieve market leadership 
B Set a deadline. 
@ Specify the money to be spent 


dis 











When research 
showed that 
while the 30-plus 
housewife was 
still loyal to Liril, 
the younger 
consumer thought 
that it was fuddy- 
duddy, HLL 
launched Liril 
Active Gel, which 
is in tune with 
young attitudes 
but retains 

the brand's 
freshness appeal 


Graphics by CHAYA PANDE 












Unilever 
global pool of 
knowledge 


Key milestones | 
to check 
progress 









Launch 





Sales tracking 
B Trial & 


repurchase 
E Brand 
switching 





Fine-tune 





What 
next? 





Ш Prepare an action plan for launch- 
ing the product. A marketing and dis- 
tribution plan, and even the advertis- 
ing strategy, is outlined at this stage. 
Ш Set up key milestones so that the 
laboratory and the business have 
common parameters to judge how 
far the project has progressed. 


Cross-functional team 


| R&D | [ Manutacturing | 
| Marketing | Finance 


mn aum 
зис нот ик 






product | | а | 


| Freshen advertising every year 


Bru mmo 
Unilever | 
global Consumer Competitors’ | Research 
business research moves breakthrough 
priorities 
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Project brief 


Action plan 









Strategic filters 


18 Cross-functional teams 
to check whether 
concept is working 


m-—— 


Consumer research 
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Creative brief 







Е € why 
W Objectives 
Final product Brief to I Brand positioning 
| agency E Brand personality 
W Target audience 
I Budget 
Launch | Research @ m Brand discriminator 
campaign W Advertising property 
| Fine-tune | Ad tracking 
W Ad recall 
I Attitudes 


W Brand-image 
associations 


And HLL works constantly on fine- 
tuning the Innovation Funnel, build- 
ing strategic filters so that unwork- 
able ideas get sifted out without too 
much money down the drain. These 
filters are cross-functional teams that 
make sure that the concept works at 
all levels: product idea, consumer 











DISCOVER 


THE SOUNDS OF A REVOLUTION 





A NEW DIMENSION IN SOUND 
Videocon (who 

else!) presents 

for the first time 

in India, BAZOOKA 

A dramatic breakthrough in 

Woofer technology and design 


Low frequency sounds are filtered from the 
audio broadcast and sent to the BAZOOKA 
woofer. Here, a unique Reverse Bass Effect, 
almost magically brings to life even the 
lowest tones and amplifies them — with 
unheard of richness, realism and impact 


The Videocon 21 BAZOOKA also devotes 

== equal attention to the 
thrill of treble (High 
Frequency Response.) 
Two strategically placed 
Tweeters deliver crisp 
notes — with extremely 
high resolution and ultra-low distortion. To 
top it all, The Videocon 21 BAZOOKA 
delivers an awesome 900 Watts (Yes 
200 Watts.) 


Now discover the joy of pure, 
rich, full-bodied music, with all 
the notes and tones the Ustads 
intended you to hear 
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PRESENTING 
THE VIDEOCON 21 


COMPUTER CONTROLLED SELF 
DEMONSTRATION 
Revolution — Part |!) 
The Videocon 91 
BAZOOKA is loaded 





vitt features 


Ji 





over them, just press a button 
remote. A unique micro process e 
computer system will demonstrate all the 
features with their settings 

OTHER AMAZING FEATURES 
e New Flat And Full Square Tube 
e Laser Disc Compatible e Channe 
Scan e Child Lock e 40-Programme Fu 





Auto Searct Memory e Selectable 
Picture e Blue Back With Sound Mute On 
No Signal e Tuning On Remote e Bass 
Treble And Balance Controls e On/Off 
Timer e Channel Skip e Sharpness 
Control e AV In (2 Back + 1 Front) / AV 
Qut e 3-Year Warrant 

Phew ! All said and done, yo 
hear the Video 
BAZOOKA to believe 
You'll agree, more can't be 
written on the sounds of a 
revolutior 





You Haven't Hearo It Au... 


Untit You've Hear It On A Bazooka. 
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research, marketing, finance, distrib- 
ution, operations, logistics, et al. 

Ifanidea goesthrough, the fouror 
five alternative formulations that the 
team comes up with are tested 
among consumers. So are product 
benefits—for instance, in the case of 
Vim Bar, convenience, superior per- 
formance, less wastage, and econo- 
my—and advertising ideas. Once the 
final product and the advertising is 
decided, they are again tested out. 

After the product hits the market, 

sales tracking and marketshare per- 
formance studies begin. These indi- 
cate trial and repurchase trends, data 
on which brands the new brand has 
replaced, advertising recall, attitudes 
to advertising, brand image-associa- 
tions and, in the case of a brand- or 
line-extension, how it has added to 
the value of the mother brand. And 
the feedback loop begins six months 
afterlaunch, when data isanalysed to 
determine what comes next. 
THE RIGHT TIME: HLL tracks 700,000 
consumers round the year, who pro- 
vide pointers to the market's wants, 
needs, and desires even as they are 
being shaped. Is the consumer 
demanding more from the soap he is 
using? Is she ready to spend more 
money on hygiene? Are her aspira- 
tions, as they relate to personal prod- 
ucts, getting upgraded? 

Also, HLL tracks macro-economic 
trends and key economic parameters 
to forecast household market charac- 
teristics. And it uses its planet-span- 
ning high-speed electronic linkages 
to dip into the Unilever pool of knowl- 
edge. If that is how it happened in 
Indonesia, could the same trend now 
be manifesting itself in India? 

Of course, the superstructure for 
these activities is Unilevers global 
plans, which are reviewed every 
three months. Says Andrew Trumper, 
32, general manager, Unilever, who 
heads the group's information syst- 
ems (Central Asia): "The push comes 
from the global structure while the 
pull is from local management." 

THE RIGHT PLACE: While HLU's distrib- 


ution management system—which 
covers 44 clearing and forwarding 
(C&F) agents, 350 wholesalers, and 
300,000 retailers—has always been 
the envy of rivals, the company is 
now setting in motion a number of 
projects to take its "right place" sys- 
tem to new levels. Says K.P. Ponnapa, 
38, vice-president (commercial) 
detergents: "While there is a top- 
down strategy approach, which gives 
direction to a department or unit's 
activities, there is a bottom-up 
approach to operational priorities.” 

For instance, a team has been 
working with HLL's best retailers to 
improve their productivity levels. 
First grading retailers into distinct cat- 
egories based on their performance, 
the team then went to work on one 
set of retailers emphasising the need 
for faster stock turnarounds and edu- 
cating them on how this would 
improve their returns on investment. 

Explains Ponnapa: "These proce- 
sses build our relationship with retail- 
ers and bring about a transparency in 
our dealings with them." Other areas 
being tackled include packaging, 
which, if turned into a zero-defect 
operation, could have significant 
effects on HLL’s bottomline. 

But HLL's most ambitious project 
is to link its 32 units across the country 
through satellite links and a network 
of 131 dish antennae. For, the aim isto 
keep track of every box of soap, deter- 
gent powder, toothpaste, and scour- 
ing powder as it leaves each factory 
and passes through the 44 C&F agents’ 
godowns to the 350 wholesalers and 
on to the 300,000 retail shelves. 

This infogrid will not only help 
draw up sales forecasts—right down 
to the precise number of Lirils, Close- 
ups, and Surfs needed for a particular 
region—they will also analyse con- 
sumer trends and the performance of 
competing brands. And this will 
reduce production and inventory 
costs since HLL will then be able to 
rapidly transfer stocks from sluggish 
markets to hungry ones—instead of 
suffering inventory costs in the for- 






The pleasure 
of working with 
HLL is that they 
give youa 
complete brief, 
but they expect 
a creative 
response” 


ALY QUE PADAMSEE 


Hindustan 
Lever's model 
of quality 
marketing is 
extremely 
simple: worry 
about the 
consumer" 
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On effective 
advertising 


ENS М 
i 


S.M. DATTA 


The CEO Interview 


HE proposition must be clearly 

enunciated. That is why we have 
developed pre-testing tools to check 
whether our communication is clear 
and what we want to communicate is 
being clearly understood. 


The process is important, but it can- 
not be a substitute for creativity. The 
process represents our past experi- 
ence. Other people have tried and 
learnt something and all that knowl- 
edge is sifted through and then putin 
theshape ofa process. But the quality 
ofthe product depends on the quality 
ofthe creative mind. If you put in rub- 
bish, you'll get rubbish. 


Great advertising is something that 
has lasting value. And there are very 


mer and loss of sales in the latter 

Finally, to meet the three objec- 
tives in its marketing mission, the 
company also needs to send out: 
THE RIGHT MESSAGE: "It's a two-way 
process,” says Siddhartha Sen, 52 
group marketing adviser, HLL. "The 
who and the what to say are the most 
important part of any effective ad 
campaign. And then comes the how 
With Unilevers help, we have been 
simplifying and demystifying the 
process of communication.” 

The process begins with the client 
brief, which is not more than one 
page long. International campaigns 
for the brand are scanned. Says M.S 
Banga, 43, divisional vice-president, 
personal products, HLL: “А truly great 











few campaigns that we have created 
which can be truly regarded as of 
lasting value. But we are not really 
looking for great advertising; we are 
looking for effective advertising. If we 
go out looking for great advertising, | 
think it will lose its effectiveness. 


It is not financial muscle, but finan- 
cial prudence. Since we have so 
many products, we need that much 
media-time. Would it not then be pru- 
dent to pool all the buying together 
and see whether we can earn the 
economies of bulk buying? But we. 
should not confuse bulk buying with 
quality. Where quality comes in is in 
the communication package. If that 
is not good quality, then we will not 
get the desired results. 


campaign can travel across many 
Then, the 
agency produces a creative brief 
"The pleasure of working with HLI 
is that they give you a complete brief, 
but they expect the agency to give a 


markets advertising 





creative—and not a factual—resp- 


onse," says former Lintas: India CEO 
Alyque Padamsee, 63. “That's why HLL 
accepted high emotion ideas: bright- 
aslightning Rin, the Dekho Dekho 
song for Wheel, a tough non-compro- 
mising character like Lalitaji for Surf." 
The creative brief looks at 
Ш The reasons fora new campaign 
@ Brand standing, and where the 
new campaign aims to take it 
@ Brand positioning, both present 
and intended 











@ Brand personality, current and 

projected. For instance, Surf: moth- 

ers champion. Liril: Nature's child. 

Vivacious, vibrant, but never sexy. 

@ Target consumer. 

m Budget. 

@ Brand discriminator and its evi- 

dence. For example, Surf Ultra’s stain 

digesters, Rexona’s coconut oil. 

W Advertising property. Liril’s girl in 

the waterfall, Rin’s lightning flash. 
Once the brief is finalised, it's 








Does it concentrate on one big idea? 





Does it discriminate the brand from 
competitors’ products? 








Will it involve the customer? 











Will it establish and develop a 
relationship with the customer? 


is it credible? 








| 15 М clear and simple? (Anything that can 
be misunderstood will be misunderstood) 


Rework 








Does it integrate brandname with idea? 


D 





Is the idea campaignable and enduring? 





Will it help build brand personality? 


Rework 








Will it take full advantage of all media ? 


Rework | 





RE 





LEASE CAMPAIGN 








back to testing, getting consumer 
feedback, reworking, and constantly 
checking that the campaign meets 
theten commandments laid down by 
the Unilever Plan for Great Adver- 
tising (a.k.a UPGA). "Quality advertis- 
ing is effective advertising,” says 
Harish Manwani, 41, marketing con- 
troller, HLL. "We are not in the busi- 











ness of producing entertainment. It 
may entertain, but all advertising 
must necessarily lead to increased 
marketshare and profitability.” 

Constant consumer feedback 
helps HLL catch consumer fatigue as it 
starts creeping in. Its strategy, then, is 
to revamp advertising without alien- 
ating core customers, “The most 
important thing that | have learnt 
from Levers is the necessity for feed- 
back," says Padamsee. "Very often, 
you think, or have a hunch, that the 
consumer understands what you are 
trying to say while he does not under- 
stand it at all.” And once a year, HLUs 
advertising is freshened and fine- 
tuned through new executions as a 
matter of routine. 

As for media-buying, HLL uses 
models that calculate the number of 
spots required to achieve the desired 
opportunity to see and share of voice 
fora campaign. Competition and affo- 
rdability are the two criteria it uses to 
determine the productivity of a cam- 
paign. Affordability is worked out for 
the short-, mid-, and long-term goals 
set for the brand. "Once you have 
decided on the advertising, you can't 
be weak-hearted about supporting it," 
says Manwani. After release, research 
begins anew on how the target audi- 
ence is responding to a campaign. 

What constantly fuels HLUs mar 
keting processes is information. Mar- 
ket research, both qualitative and 
quantitative, is an obsession. Added 
to that is global access through an 
email system, which connects 
45,000 Unilever employees world- 
wide through an on-line information 
service, UNISON (Unilever Information 
Shared On-line Network). 

Moreover, state-of-the-art soft- 
ware like Lotus Notes helps teams 
across the Unilever universe to work 
together, sharing ideas and informa- 
tion globally. For, it is continuous, 
quicksilver, and global information 
flows that keeps the marketing 
leviathan that is Levers lithe. 

m ADDITIONAL REPORTING 
BY CHHAYA 
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you exactly what.) 








Our story began in 1987. When 
we took over a cold rolled steel 
strips facility. And. ina short 


time, we set up.a new plant 


- for manufacturing wide width 


cold rolled steel strips. . 
Today, we. manufacture 
1,20,000 tpa of wide width 
cold rolled steel strips and 
1,00,000 tpa of galvanised 
sheets. Making us North India's 


largest and only integrated 
wide width cold rolled steel 


| strips and galvanised sheet 


manufacturer and one of the 
largest in. india. 


Financially, in less. than 


` five years our turnover has. 
“increased from RS. 81 crores: 
(1989-90) to Rs. 155 crores in 


1993-94. Profit after tax has 


risen from. Rs: 0.91 crores to 


























Rs. 16.04 crores during fhe . 
same period. Making us the 
flagship company of the ` 
Rs, 400 crore Bhushan Group. - 
But if is the future we find: : 
even rnore exciting. The reason. 
why we-are now importing the 
widest and one of the most | 
his ated CR Mill in the - 
country from Hitachi, Japan. 
Expanding our capacity by. 
1,50,000 toa of wide width cold: 
rolled steel strips and 40,000 tpa 
of gol vanised sheets. To meet 3 
the booming demand for heşê. 
products from the. automobile 
goods sectors. 


Al of which will make us. 





Year Ended March 31 









Total income (Net of Excise) | 
Profit after tax 

Equity Share Capital 
Reserves 

E.P.S. (Rs.) Annualised 
Book Value (Rs.) 

* As appraised by ICICI 

















To Growth. Growth. And Growih. e 
Regd. Office: F-Block, Ist Floor. internat onal Trade Tower. 
- Nehru Place, Ne Delhi- 10019. Fax : 90-1} 5478780. 
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OBEROI GROUP 
ADITE CHATTERJEE | 








Quality 








© 
Service 


UALITY practices have long been established 
in the Oberoi hotel chain by its founder, 
M.S. Oberoi. Now, his son, managing director 
P.R.S. Oberoi, is institutionalising these practices 
with the help of consultants McKinsey & Co. and the 
Centre for Growth Alternatives. The method: 
dissect each action into discrete transactions, set 
standards for each of them, install the systems to 
facilitate their accomplishment, and use the tech- 
nique of internal customers to ensure conformity to 
standards at each step. Also, internal audits and 
customer satisfaction measurement systems are 
being used to measure the impact of the TQM drive. 





Senior executives 
like (from left) 
Claudius Frey, 

Sanjiv Malhotra, 
Sanjay Malkani, 
Aruna Bedi, and 
Ranvir Bhandari 
personally 
execute quality 
checks, including 
surprise audits 
of the quality 

of food and 
service at 
restaurants 


NE hundred per cent hospi- 

tality. That's the simple 

quality target set by the 
Rs 520-crore Oberoi Group for each 
of its 19 hotels, 11 of which are man- 
aged by the flagship Rs 220-crore East 
India Hotels. For, as a study conduc- 
ted by the group's top management 
and presented periodically to execu- 
tives, housemaids, cashiers, stew- 
ards, doormen, chefs, and laundry- 
boys in the hotels reveals, the cost of 
even 99.99 per cent quality is too 
high. For, 99 per cent quality means: 
@ That every three days, one guest 
checks out without paying his bills. 
® That every day, 20 orders of fried 
eggs have human hair in them. 
В That every day, 15 tables in the 
restaurants have soiled linen. 
@ Thatevery day, 250 platesare broken. 
@ That every day, the drinks of 40 
guests get mixed up. 





@ That every day, 20 guests do not 
get back the right laundry. 

Shocked by these numbers, the 
hotel chain is furiously adopting the 
formal quality initiative launched in 
1993 by group managing director 
Prithvi Raj Singh "Biki" Oberoi, 65, 
son of the chain's founder, Mohan 
Singh Oberoi. Actually, Oberoi Jr is 
merely institutionalising the quality 
standards set by his father, who per- 
sonally authored the bulky manuals 
that detail every step the hotel staff 
follow, ranging from how guests 
should be received to how the rose 
should be placed on a breakfast tray. 

In the past, this created exacting 
guidelines for the hotel chain—such 
as the one which stipulates that every 
pillow in every hotel must be stuffed 
with exactly 1.8 kg of imported down. 
Or that all upholstery and furnishings 
must be Scotchgarded. Or that the 
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The focus is 
on an internal 
backward 
integration 
process so that 
each link in the 
chain is 
strengthened” 


RAJESH KAPOOR 


MANAGING DIRECTOR 
CENTRE FOR GROWTH 
ALTERNATIVES 


soap to be placed in bathrooms must 
be selected after rigorous examina- 
tion, involving the testing of 15 for- 
mulations in laboratories and the 
conduct of focus group interviews 
among consumers. 

So, quality has never been an 
alien concept in the Oberoi Group. 
What Oberoi is now doing, though, is 
to standardise quality, with the aid of 
professional consulting expertise, in 
the form of systems rather than indi- 
vidual initiative. “I won't deny that the 
quality initiative is a result of increas- 
ing competition," he confesses. “Ви! 
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it is also a fact that until recently, we 
did not have access to the expertise of 
professional agencies." 

That's why Oberoi has commis- 
sioned the consultancy company, 
McKinsey & Co., to examine and rec- 
ommend changes in all its opera- 
tions—including quality standards. 
Scanning every practice in the 
hotel—from the most guest-efficient 
way of folding the drawsheet in a bed 
to the attitudinal changes required in 
employees—McKinsey is imple- 
menting a charter for change over a 
six-month period. 

Also helping the group in its qual- 
ity quest is a Delhi-based consultancy 
group, the Centre for Growth Alter- 
natives (CGA), which has created a 
detailed flow-chart of the chain’s 
transactions with customers. Points 
out David Wilson, 37, general mana- 
ger, Hyatt Regency, Delhi: “The 
Oberoi chain has always had a repu- 
tation for quality. Their biggest stren- 
gth is a consistent approach to it." 

Simultaneously, Oberoi has also 
launched a training programme to 
coach workers in the use of the new 
hardware, rotating the programme 
through different hotels in the chain. 
Because of the levels of quality that 
the chain has already achieved 
through its founders insistence on 
standards, the Oberoi Group'squality 
practices today focus on providing 
the extra, unexpected touch in order 





During the plague 
outbreak in 1994, 
foreign guests 
were marooned at ^ 
the Oberoi Towers 
in Bombay. A 
receptionist took 
the initiative to 
escort 12 of them 
to Navratri 
celebrations at the 
Garware Club—a 
move that elicited 
positive feedback 
from the guests 


to get a competitive edge, rather than 
the routine accommodation of 
demands that every guest makes. 

For instance, when a mistake is 
committed and a guest complains, 
the hotel's employees must not only 
apologise and rectify the error, but 
also report to the guest the precau- 
tionary steps being taken to prevent 
its recurrence. This also makes it 
mandatory for the problem to be 
traced to its root-cause. Just what, 
then, are the steps that lie at the heart 
of the Oberoi quality processes? 

@ Set benchmarks for every action 





that relates to serving the customer. 
Ш Break down all activities into small, 
definable transactions. 

@ Measure each of them in mathe- 
matical terms so that action stan- 
dards can be tracked and monitored 
to ascertain consistency of quality. 
@ Set up the infrastructure and sys- 
tems to ensure that each transaction 
is accomplished without error. 

E Use internal and external measure- 
ments to monitor their efficacy. 

Take a look at how this algorithm 
translated itself into practice. Using 
guest satisfaction indices—which 
are used for every function, ranging 
from food and beverages and house- 
keeping to guest relations and engi- 
neering—which are measures of 
guest satisfaction levels and the time 
taken to accomplish a function, the 
Oberoi chain pegged the acceptable 
time-limit for a check-in at six min- 
utes at peak hour. 

In other words, the time that must 
elapse between a guest stepping into 
the lobby of the hotel, being met by 
the butler, having his check-in for- 
malities completed, being escorted 
to his room, having his baggage deliv- 
ered, and the telephone armed 
should not exceed six minutes if a 
guest is to feel good. 

To ensure this, the process was 
analysed to determine peak check-in 
hours, which, in turn, were used to 
determine the staff strength required 
at different times of the day to meet 
the six-minute deadline. And to sup- 
port the system with infrastructure, 
the chain has equipped its senior 
executives and butlers with pagers— 
and is in the process of making them 
available to all staff—to ensure 
smooth information flows. 

Using the same system, the 
Oberoi chain addresses customer 
complaints and the mistakes that pro- 
voked them not to assign blame, but 
to probe the flaws in transactions and 
rectify them. So, when a guest com- 
plained about not being served his 
favourite dinner, Kaeng Kieo Wan 
Kai—chicken green curry—the pro- 


DILEEP PRAKASH 


The Oberoi 
chain has 
always hada 


reputation for 


quality. Their 
strength is a 
consistent 


approach to it” 


DAVID WILSON 


GENERAL MANAGER 
HYATT REGENCY, DEI 








Lid 0D: EE E: fe 


OBEROI-5 


238 





When complaints 
filtered in from 
guests about noisy 
wedding 
receptions on their 
hotel premises, the 
Oberoi Group 
promptly stopped 
hosting them. 
Calculations 
revealed that the 
resultant loss of 
revenue was more 
than compensated 
for by increased 
occupancy 
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On quality апа 


blem was tracked down, through an 
analysis of every step, to a wrong pur- 
chase decision. 

Apparently, the coconut milk 
used in this dish is purchased from 
the Lakshadweep Islands to ensure 
consistency in quality. But because 
delays in delivery had not been 
accounted for, supplies of coconut 
milk perenially dried up. No sooner 
was the system-defect detected than 


the lead times of acquiring supplies | 


was changed from seven to 15 days— 
even at the risk of overstocking 

One crucial concept that drives 
this mapped-out process is that of the 
internal customer. Every step is 
defined as a transaction between an 
internal customer and an internal 
supplier, setting up a chain which, 
ultimately, culminates in the external 





customer. Or, the guest 

Explains Sanjiv Malhotra, 33, gen 
eral The Oberoi, Delhi 
Internal customer service has сгуѕ- 


manager 


tallised and become tangible during 
the 
every employee to focus on his or her 


last two years.” This enables 
immediate customer, rather than the 
that the finer 


details are not missed in the attempt 


end-user alone, so 
to get the big picture right 

Adds Rajesh Kapoor, 39, manag- 
ing director, CGA: "The focus is on 
meeting customer needs through an 
internal backward integration pro- 
cess so that each link in the chain is 
strengthened and existing conflicts 
are resolved." Quality-related pro- 
blems are solved by re-examining 
each transaction and intensifying the 
customer-client relationship in each 





If you want to be ahead of your com- 
petitors, your quality has to be moni- 
tored all the time. Because, in the 
absence of monitoring, you can add 
quality today which may go down 
tomorrow. In todays competitive 
scenario, maintenance of quality is 
not enough; you have to improve 
quality. 


It's a direct relationship. If you have 
quality, not only will your customers 
not leave you, you can charge a 
higher price because customers are 
willing to pay for quality. It's good 
business to be quality-conscious. 


The CEO Interview 


The only way to do it is through train- 
ing. Earlier, the turnover of people 
wasn't much. Today, it is very high. 
So, training has to be accelerated as 
new people come in. 


Everybody in the company has to be 
quality-conscious. And it is the CEO's 
job to make them understand why 
quality is important through conti- 
nuous training. | am far from happy 
with the present situation. Otherwise, 
we would not be doing the McKinsey 
study. It has brought out certain 
weaknesses. We have to strive for 
perfection. 


PRITHVI RAJ SINGH OBEROI 
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Indo Rama has put its Stamp of Excellence on both Productivity 
and Marketing, achieving 50% of its Turnover from Exports. 


Indo Rama created corporate only 5% of Textile Companies 
history in just six years of worldwide. 
its operation, emerging as the Foreseeing the global shift 
No.1 producer and exporter of in polyesters and the booming 
blended yarns to the discerning Indian potential, Indo Rama 
markets of Europe. is expanding its capacity of 
Besides exports, Indo Rama POY/PSF to 2,35,000 M1 
has also created landmarks, per annum, creating in India 
achieving three times the industr) a global scale plant 
average of productivity per Indo Rama, truly a key player 
spindle and the tough ‘Uster’ in polyester 
quality standards-mat hed by Today and tomorrow 
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To us, Project Finance is not 
about raising money. 

It is about opening people's 
minds to opportunity. 





On the one hand most finance lenders claim to have the interests of entrepreneurs close to their hearts. On the 
other, they start behaving strangely the moment you talk about raising project finance. Here's where you need 
the expertise of people like Olympic. A dedicated team of professionals who've been in the finance business 
for over a decade. And have an enviable track record to their credit. Besides enrolling financiers into the 


opportunity your project represents and raising funds, we have a host of related services you'll need for a long 








time thereafter. 


If you're out raising project finance, give us a call today, We'll help you look at all the right places. 


* 
42 Gopal Bhavan, 199 Princess Street 
m 10 Вотбау 400 002 
RUSSES 
MANAGEMENT . 
& FINANGIAL Fax 91-22-2083702 


G е ШК Ыы ыш” Telex 011-86942 (CLNC-IN) 
SERVICES LTD. Cable Olympic 





ISSUE MANAGEMENT @ UNDERWRITING 8 LOAN SYNDICATION eFEASIBILITY STUDIES € CONSULTANCY & ADVISORY 
SERVICESeLEASEFINANCING Ф RETAIL MARKETING OF PUBLIC ISSUES @ EQUITY RESEARCH € EQUITY PLACEMENT. 


Apt 





REDUCED ` 


COMPLEXITY 


STATISTICAL 
METHOD 





case to ensure that the step receives 
extra attention. 

This is possible because the chain 
makes it a point to provide the infra- 
structure for quality, ensuring that 
equipment cannot be blamed. For 
instance, if the distance between the 
lip of the tandoor and the inside is not 
the prescribed 12 inches, the Oberoi 
chain prefers to write off the cost of 
making the tandoor—Rs 4,000—than 
risk a badly-cooked chicken drum- 
stick. Nevertheless, if something goes 
wrong, it can only be because the 


system isn't delivering. 

With these crucial components of 
the quality process in place, the 
Oberoi chain also empowers its 
employees to innovate as much as 
necessary in order to delight cus 
tomers. A travel clerk had the 
power—and was rewarded for his ini- 
tiative—to charter a private plane for 
an American guest to fly from Delhi to 
Agra despite knowing that his com- 
pany stood to lose Rs 20,000 in case 
the guest decided to call off his trip. 

Since such empowerment makes 
grounding mandatory, employees 
are educated constantly using a 
training cycle of technical skills. To 
ensure conformity and carry out 
measurements of quality practices, 
internal audits are performed with 
unbending rigour to ensure that the 
groups complex manuals апа 
checklists are followed. 

Then, they are validated by exter- 
nal measurements of results by gaug- 
ing customer satisfaction through 
customer comment cards, market 
research, and mystery shoppers. Says 
Oberoi: “Our quest for perfection is 
not yet over.” And it won't be so long 
as the 0.01 per cent gap between the 
Oberoi Group's quality targets and its 
services remains. 

B ADDITIONAL REPORTING BY 
PAREENA KAWATRA 
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Chairman Seagram India 


_ From the very beginning, Seagram 


realised that it was in a line of 


business unlike any other, and that 


dt had a commitment to do more 


tban produce quality products. 


Seagram . recognised that 


it should play a role in 


encouraging people wbo 


roducts to do so . 


the good things of life sensibly with 
messages like " Drinking and driv- 


ing dont mix" ,"We dont want 


_ bread money" , "Tonight, when it's 


one for the road, make sure it’s 


ing” advertisement (ж 


of Seagram, which 1 
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(зше feedback is a vital component of 
American Express TRS’ quality framework. To inject 
quality into the process of gathering this feedback, 
Amex TRS starts by laying down specifications that 
each customer-listening device must meet. Then, 
the nature of the information that is required is 
analysed, and a suitable form of data-collection 
designed for it. Each step of the listening process— 
including collection, debriefing, and data-process- 
ing—is mapped out so that the persons assigned 
the task can carry it out flawlessly. And the listening 
process is monitored so as to improve its efficiency 
while the data is used to improve service quality. 





O ensure that the quality of its 

services are sky-high, it keeps 

its ear close to the ground. In 
September 1993, American Express 
Travel Related (Amex 
TRS)—an independent division of 
American Express Bank handling its 
travellers’ cheques, credit cards, and 
corporate travel businesses—did just 
that through a survey of the establish- 
ments that accept its credit cards. 

And the results of that exercise 
revealed to Amex TRS just how 
unhappy stores which allowed shop- 
pers to use Amex cards to pay their 
bills were with the company. For, 
Amex TRS was then taking at least 
seven days to settle any bill that a 
shop presented to it, with nearly 50 
per cent of the bills not being cleared 
for an average of 11 days. 

Normally, this information would 
have prodded Amex TRS into realising 
the need for speeding up its services. 
But, this time around, the company 
had deployed a new quality tool for 
the survey: a customer satisfaction 


Services 











measurement model that tracked 
satisfaction levels, and also ranked 
key satisfiers and dissatisfiers accord 
ing to their weightage to the con 
sumer, benchmarking them 
against the levels achieved by rivals 
What Amex TRS, therefore, learnt 
was that, first, the speed with which it 


even 


cleared bills was the single most 
important factor in determining the 
satisfaction levels of shop-owners 
And, worse, that archrivals Citibank 
cleared all its bills in just one day, ren 
dering Amex TRS’ performance on 
this all-important parameter suicidal 
So, the company worked over 
time to bring down the cycle time 
from 11 days to one day using a prob 
lem-solving technique that involved 
among other things, re-engineering 
the workflow, outsourcing some 
stages instead of doing them in 
house, and even learning the best 
practices for fast document-handling 
from a courier company 
Crucially, what made 
problem top priority—instead of just 


this 
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Amex’ quality 
planners Sunil 
Sharma (left) and 
Satindra Sen 
(right) design 
customer-listening 
devices. Feedback 
processors like 
Ranjani Vaidyana 
than and Sucharita 
Jatar analyse this 
data and pass it on 
to the quality 
planning team 











HOW AMEX GATHERS AND PROCESSES CUSTOMER FEEDBACK 




















@ Market research 





4 Wi Environmental scan 





4 Wi Access to customer 
| W Customer feedback 


| Wi Transaction-based surveys 
3 Mi Customer focus groups 
j Mi Lost customer analysis 


| Mi Declines research 
4 W Employee feedback 






Customer Satisfaction 
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| W Competitive analysis/differentiating factors 


jm New Pease markets а 


| Wi Relationship strategies 


i. Fist cal resolution research 
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W Competitive comparisons 
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| E Post-installation survey 





To research 
customer 
responses to over- 
the-counter 
transactions at its 
offices, Amex TRS 
customised a 
questionnaire to 
identify key 
satisfiers. This 
helped pinpoint 
poor air- 
conditioning as a 
turnoff, which was 
speedily rectified 


another area where Amex TRS need- 
ed to improve-—was the fact that it 
was listening to the customer. 
Explains Sunil Sharma, 39, Amex TRS’ 
quality manager: “Listening to the 
customer is the key factor. In a ser- 
vice business, the customer's percep- 
tion of quality is very different from, 
say, a manufacturing company." 

Adds Jose George, 28, manager 
(credit cards), Standard Chartered 
Bank: "Amex TRS benchmarks on 
quality assurance and customer satis- 
faction could serve as a role model 
for others in the service industry." 
Because of the payoffs from feed- 
back, programming quality into its 
customer-istening process has itself 
become an all-important priority at 
Amex TRS. As Martin Cook, 41, man- 
ager (India), Hongkong Bank Credit 
Cards, puts it: "Every issuer of cards 
has to stay attuned to customer 
expectations." 

The goal of gathering customer 
feedback is to collect all the mean- 











ingful information that can be used 
asan input for the American Express 
Quality Leadership (AEQL) model, an 
institutionalised — model—derived 
from the criteria for the Malcolm 
Baldrige National Quality Award in 
the US—which is used by Amex for its 
total quality movement. Апа the 
three conditions that the process of 
customer-listening must satisfy are: 
Ш It must serve to identify customers 
and determine their requirements. 
These act as all-important inputs for 
the driver of the AEQL model: Amex’ 
quality vision, which is global, and 
Amex TRS’ mission, which translates 
this into local needs and priorities. 
Wi it must define measures of success 
with which the performance of Amex 
TRS can be judged. 
B it must indicate the extent of cus- 
tomer satisfaction in absolute terms 
as well as relative to competitors. 
Thus, Amex TRS employs only 
those methods of customer-listening 
that produce these results. Which, 
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_ Gives your car that 


Automotive engine technologies are constantly changing. The trend is 
towards smaller engines which deliver more power but rev faster and run 
hotter. This puts more stress on the engine as well as its lubricant. 


Keeping pace with these new technologies, Castro! now introduces 
Castrol GTX Extra - a vastly superior multigrade engine oil meeting 
API SG specifications. For increased resistance to thermal and viscosity 
breakdown and better protection for your car engine — Castrol GTX Extra, 
with enhanced liquid engineering. 

The specially imported base oils, selected additive package and 
20W/50 viscometrics of Castrol GTX Extra give your engine the extra 
advantage in the dusty, hot, Indian driving conditions. 








For more information and free motorsport sticker 
write to : 



















Advertising & PR Manager 
Castrol India Limited 
White House, 91 Walkeshwar Road, 
Bombay-400 006. 
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Castrol GTX EXTRA offers: 


è Exceptional engine protection and 


cleanliness 
s Longer engine life 
e Smooth, noiseless running 
e Reduced oil thickening 


s Increased resistance to thermal and 


viscosity breakdown 


e Excellent resistance to low temperature 


sludge formation 


in short, Castrol GTX Extra is recommended for 


‘Extra’ ordinary performance in all Indian 


and imported cars. 
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On local versus 
global quality 


importantly, involves not just choos- 
ing the right devices, but also using 
them in the right combination. Says 
Anuroop “Tony” Singh, 41, vice-presi- 
dent and general manager: “The 
Indian customer is over-polite. You 
have to listen to him doubly carefully." 

The primary objective is to moni- 
tor Amex TRS’ performance against 
the vision—be the world’s most 
respected service brand—and strate- 
gic objectives: improve quality of 
service establishment relationships; 





re-engineer processes and the opet 
ating structure; increase card-mem 
ber loyalty; introduce the purchase 
card; and build the corporate card 
travel, travellers. cheques and con- 
sumer lending businesses. Or, what is 
described by the AEQL model as the 
health of the franchise (HOF) 

In actual terms, this involves 
gauging the HOF at three hierarchical 
levels. For instance, to measure per- 
formance in the credit cards busi- 
ness, the highest rung involves the 





The CEO interview 


N any organisation, aligning TOM is 
not a one-man job. It is an organisa- 
tion-wide process. The top plays a big 
role in implementing quality manage- 
ment. The starting point is the clear 
establishment of a vision of what you 
have to do instead of bumbling 
through, as happens in many organi- 
sations. Itis vital to create astrong lead- 
ership at the local level to communi- 
cate, to set priorities appropriately. 
A fair amount of role modelling as 
a leader is expected. You have to do 
yourself what you expect others to 
replicate. This is the key element. The 
leader's responsibilities are commu- 
nicating and propagating, role-mod- 
elling, allocating resources for this 
system to permeate effectively, and 
reprimanding those who don't follow. 


We have to make sure that everything 
we do here fits into the global set of 


values and beliefs, behaviour, proce- 
dures, customer interface et al. You 
have to build the confidence of the 
customer in yourself. For instance, 
the phones in Amex are picked up 
within three rings everywhere in the 
world. This requires a certain amount 
of consistency in terms of alignment, 
beliefs, and value systems followed 
by everybody in the organisation. It 
builds teamwork. 


When you are upset, you don't come 
back. This holds true, especially in 
the Indian environment. We don't 
usually give bad news, which isin our 
culture to play it down. It is different 
from the US. It is particularly so as you 
go eastwards. The customer gets 
more and more subtle, polite, and 
diplomatic. Your sensitivity in 


gauging how the customer feels has 
to be great. 





On customer 
satisfaction and 
dissatisfaction 
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The 


use of customer listening to gauge 
card-member loyalty levels. This, in 
turn, involves measuring overall 
card-holder satisfaction levels, which 
leads to the determination of the 
drivers and their attributes. Using its 
customer listening devices, Amex TRS 
emerges with important data. 

For instance, it has learnt that the 
acceptance of a -credit card at 
different establishments is what, to a 
large extent, drives a customer's deci- 
sion about whether to buy that par- 
ticular credit card or not. And three 


bers rather than individual opinions. 

Using its feedback from such 
listening processes, among the ser- 
vices that Amex TRS is designing is a 
valet service at airports for card-mem- 
bers. And a signature-on-file service 
for card-members, which allows 
credit card transactions to be carried 
out over the phone. Importantly, the 
practical use for which the informa- 
tion is used helps to identify holes in 
the data, which are plugged by the 
time the research is repeated. 

On the other hand, when the 














seriousness other factors governing the decision | focus is on tracking small, transient 
with which have also emerged: issues, Amex TRS designs dipstick sur- 
Amex TRS Acceptability, with pleasure, both | veys to extract information from 
ы {һе issue in India and abroad. 
s ОЇ customer WNot having to worry about TRANSACTIONAL RESEARCH: 
listeningis spending limits. PROCESS FLOW 
amazing” Щщ Problem-free charge approvals. ve 
IVOTI SINGH This information then becomes | Identity area for transactional research 
in Associate vicepreswent the inputs for decisions on how to | 
i CSMM DIVISION, Мав redesign existing credit cards and Pull sample, design instrument, validate, and do research 
X design new ones. Says Jyoti Singh, 34, [а sete щи hen eas ee 
ЦА associate vice-president at Indian | Convert to actionable data | 
= Market Research Bureau's CSMM divi- 
< sion, which tracks customer satisfac- Communicate findings | 
tion levels for Amex TRS: "The serious- 
ness with which the company Draw up action plan, implement, and monitor 


"Every 


approaches the issue is amazing. 
What we tell them has a bearing on 





| Do follow-up research to test validity of action taken 


issuer of every aspect of their operations." 

credit cards While the parameters that each of 

hasto Amex RS customerlistening devices 
stay attuned mustconform to are clearly listed, the | individual customers; sometimes, in 
tothe devices must also be designed | a less structured form in order to give 
expectations of according to the specific needs they | full play to individual viewpoints. For 
the customer" must serve. In fact, they aren't imple- | instance, to gauge the quality of the 
Ан COOK mented until tests validate their | interaction between an employee 
лутт үтүктүү ability to deliver the kind of informa- | anda card-memberat the company's 
BANK CREDIT CARDS tion that they are meant to. travel services counter, Amex TRS 





So, Amex TRS breaks down the 
need for customer information into 
individual categories of data. Then, it 
uses the required information content 
to determine the precise form of the 
feedback-gathering mechanism. In 
other words, in attempts to segment 
the market, to identify emerging custo- 
mer needs that may be profitably met 
with new products, orto analyse dissa- 
tisfaction factors, research must be— 
and is—designed to throw up num- 


uses transactional research. 

As with all its other forms of cus- 
tomer listening, the steps here are 
clearly mapped out in order to 
ensure that the process is completed 
flawlessly. The area forthe research is 
identified—usually, an Amex TRS 
counter—the sample interviewee is 
chosen, the choice is validated to 
ensure that his responses will be 
meaningful, the questions are asked, 
the findings are communicated to 











the central hub, suitable action is 
taken, and more transactional 
research is done to test the efficacy of 
the corrective effort. 

Says Sharma: "When it comes to 
listening to the customer, | am empo- 
wered to go out and climb an un- 
heard-of tree if necessary.” To inject 
quality into the process, Amex TRS’ 
quality team follows many methods: 
iil Map the process flow of customer- 
interactions to devise new forms of 
gathering customer feedback. When 
the analysis of customer interaction 
revealed that there were several 
instances when the company was 
forced to deny a customer request, 


COMMENT CARDS: PROCESS FLOW 

















Amex TRS has 
installed a phone 
information service 
for card-holders. 
Monitoring 
demands, the 
firm identified 
thefactthatit — 
needed to provide 
account-balance 

M. information 

< instantly, to 

offer which the 
technology was 
reworked 





the quality team used this informa- 
tion to devise a test—declines 
research—to measure why and how 
many times this was happening. 

ll Convert every point of customer 
interaction into a listening post. Each 


` frontline employee is asked to fill in 


the customer's responses in a struc- 
tured manner—the yellow ticket, in 
Amex TRS jargon. 

Ш Use a variety of mechanisms in 
order to listen to the same customer. 
Thus, a card-member will be asked for 
feedback four times a year: through 
formal market research, a visit from a 
frontline staffer, a mailer, and follow- 
up telephone research. Says an Amex 
card-holder: "I don't know exactly 
what they do with the information 1 





give them. But in some strange way, 
they seem to be doingthingsthat | was 
hoping they would do." 

Each piece of information that 
originates from customers, particu- 
larly complaints, is handled using a 
precise algorithm. After being logged 
into a computerised databank to 
facilitate retrieval and monitoring, a 
complaint goes through two stages. 
At one level, it is assigned for resolu- 
tion and the process is recorded. 

At another, it becomes part of the 
input for the complaint analysis that 
is carried out at regular intervals in 
order to create a checklist of pitfalls 
to avoid. As an individual piece of 
information, of course, each unit of 
data gathered from customers 
becomes an input for product design 
and redesign. But more importantly, 
all the information that is gathered is 
used fora morestrategic purposetoo. 

Amex TRS’ model for its services— 
derived from the three-ring model 
designed by the American service 
quality consultants, Achieve Interna- 
tional—is a concentric structure. At 
its heart are the core attributes of the 
product, which meet the customer's 
basic requirements. The second ring 
comprises the support services 
which serve to satisfy the customer. 

The third, and outermost, ring 
comprises those enhanced features 
that delight the customer—the wow! 
factor—which are normally the out- 
come of spontaneous improvisations 
from employees. Amex TRS’ quality 
strategy, however, is to institution- 
alise these add-on services into the 
second ring. 

Only then, reckons the company, 
will it have a competitive edge over 
rivals who are all trying to satisfy the 
customer. Butthis involves identifying 
what delights the customer instead of 
leaving it to individual initiative. That's 
why customer feedback drives the sys- 
tem. And that’s also why, for Amex TRS, 


quality is as much in the ear of the lis- 


tener as in the eye of the customer. 
m ADDITIONAL REPORTING BY 
MouPiA BOSE MANDAL 











excellence - the 
corporate leader. 
- bears it out. 


The | Company's formic 
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an Asset Management Company is: 
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Earning per Share (EPS) as оп 30.9.94 Rs. 20.70 (annualised) 
Cash Earning per Share (CEPS) as on 30.9.94 Rs. 26.94 (annualised) 
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VYSYA BANK 
DILIP MAITRA 








Quality 
& 
Service 


Wir Vysya Bank realised that liberalisation 
would turn up the competitive levels in the banking 
business, it decided to initiate an organisation-wide 
TQM programme. Today, the Bangalore-head- 
quartered bankis one of the few in the country track- 
ing customer satisfaction levels continuously, using 
feedback to attack specific dissatisfaction points on 
a project basis and reengineering processes to slash 
non-value-adding activities and delivery times. By 
using TQM, Vysya Bank has already pared the clear- 
ance times of outstation cheques from 25 days to 24 
hours. And itis now able to approve corporate credit 
limits in a day as opposed to the earlier 45 days. 














ELIEVE it or not, two years 

ago, when the top managers 

of the Vysya Bank (1993-94 
deposits: Rs 3,619 crore)—the coun- 
try's largest private sector bank— 
realised that the liberalisation of the 
banking sector was imminent, they 
responded in the most unexpected 
fashion: they turned to TOM. Explains 
G. Laxminarayana, 50, senior general 
manager, Vysya Bank: "We felt that 
our bank should have some edge 
with which to face the competition. 
That can be managed only by an 
improvement in the quality of our 
services to customers, both internal 
and external." 

So, Vysya Bank hired the 
Michigan (US)-based quality consul- 
tant, Nirdosh Reddy, to train its 
bankers to manage for quality. 
Imparting 72 hours of training to 30 
senior executives and 30 senior man- 
agers in the corporate office in 
Bangalore, Reddy turned some of 
them into facilitators. And they, in 
turn, trained 50 more people in the 
bank as a prelude to taking the TQM 











movement across all branches. Next, 
senior managers in 35 branches— 
which account for 60 per cent of the 
bank's deposits, 70 per cent of its 
advances and profits, and 80 per cent 
of its fee-based businesses—will be 
educated in TQM techniques. 

"Vysya Bank has taken the right 
step by going in for TQM," says 
K.S. Shetty, 62, the former chairman 
and managing director of the Vijaya 
Bank. "To remain competitive, banks 
will have to improve customer ser- 
vice, housekeeping, and the quality 
of their assets. TOM is the best tool for 
this." Immediately, Vysya Bank tum- 
bled on to the fact that customer 
focusisthe name of the quality game. 

And it is changing its outlook 
from  productout to  marketin. 
"Customers of banks are becoming 
more discerning апа  quality- 
conscious," says C. Mahalingam, 35, 
senior manager (human resources 
development), Vysya Bank. "They 
have begun to scout for options 
that are more in tune with their 
needs, provide more satisfaction 





One of the projects 
initiated by Vysya 
Bank's TQM drive, 
which is led by 
senior managers 
like (from left) 

G. Laxminarayana, 
Pradeep Das, and 
C. Mahalingam, 
was to use 
technology to cut 
the time taken to 
withdraw cash in a 
branch from 10 to 
4 minutes 
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Vysya Bank 
has moved 
in the right 

direction 

by going in 
for Total 
Quality 
Management” 


K.S. SHETTY 


FORMER CHAIRMAN 
VUAYA BANK 


and cost less." 

As a first step, Vysya Bank 
decided to classify all the complaints 
listed by its customers in the 
complaints register, which is kept in 
the customer service cell in every 
branch, under nine heads. They 
range from quantifiable procedural 
issues, like delays in the clearance of 
billsand the non-payment of interest, 
to softer problems like customer- 
service and staff behaviour 

At the end of each financial year, 
the bank plots a frequency distribu- 
tion table of these complaints to spot 
where customer dissatisfaction is the 
highest. The aim: to identify patterns 
of customer dissatisfaction across its 
branch network. Once it emerges, 
the bank initiates a process of 
tackling the problem. Invariably, 
Vysya Bank's TQM projects are all 
being thrown up by this customer- 
feedback system. 

Until now, Vysya Bank has 
identified 22 TOM projects which will 
help it, among other things, develop 
new deposit and loan products, 
upgrade staff skills, improve loan 
recoveries, and profitability. "In the 
banking process, there are lots of 
redundant activities which have 
been going on for years. But most of 
them can be done away with," points 


TQM AND CUSTOMER FOCUS 
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TOTAL QUALITY MANAGEMENT 








VYSYA BANK'S TQM PROJECT 


Identification of processes 


Prioritisation 


Process ownership 


Select team members 


Flow chart of 
existing process 


Identify customer 
expectations 


Examine each activity 


Improve the process 


Document the process 


Corporate 


Relevance 


quality 


Sponsor 


Leader 


Cross 
functional Unit 


functional 


inter-related 
activities 


Internal 
External 


Value addition 


No 
value addition 


Eliminate non- 
value adding 
activity Incorporate 
customer needs 
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out Pradeep Das, 41, assistant general 
manager, economic research and 
corporate planning, Vysya Bank 
“Under TQM projects, we try and 
eliminate all such activities where 
value-addition is nil or very low.” 
Then, a revised process is prepared, 
which is presented to the ТОМ 
steering committee for its approval 
before it is taken up for imple- 
mentation. On an average, Vysya 
Bank takes between 15 and 120 days 
to complete each TOM project. 

Last year, delays in clearing 
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Nokia introduces the 


world's easiest-to-use 


The Nokia 2110 is so user friendly, 
\ybody can operate it. 

Now as a world leader, Nokia's leading 
1де technology is making it easier for 
»ople from over 100 countries to be 
»nnected. 

On-screen instructions guide you 
Kortlessly through the latest advanced 
atures. 

Features such as a small convenient 
esign, an easy-to-read display and 


cellular phone. 





pocket-sized rapid charg 
the go. 

Not to mention the Nok 
all the right connections 
your personal co 





And of course, as this 


Nokia, a world lea ger 


logy; it allows you to be 

matter where you a 
Coming soon, the Nokia 2 
Small in size, huge in реп 
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WITH THE reach OF OUR bi 


.RECOMMENDATIONS, placing YOUR ISSUE 


IS THAT MUCH easier. 


Direct, wholesale placement to pre-defined 
target investors is increasingly proving its merits. 

In this scenario, VCK can add significantly to 
your fund-raising efficiency. 

We have over 40 years' experience as leading 
stockbrokers. An extensive, nationwide network 
of sub-brokers. Long-standing direct relation- 
ships with the investing public. And, 
importantly, a close rapport 
with Mutual Funds, Fils and 
High Net Worth Investors. (You 


can fathom just how far the 


SERIOUS Creativity 


reach of our recommendations go! ) 

All this helps us aim your offer at those target 
investors likely to be most responsive. Extend it 
appropriately. And drive the offer home. 

Whats more, the advantage of our reach 
extends right up to the post-placement stage. We 
can, if required, provide valuable support right 


there in the trading ring — as market makers 





for your scrip. 


Yes, VCK's reach, via direct 


[ CK placements, can help your offer 


CAPITAL MARKET SERVICES LIMITED 


strike bull's-eye. 


CATEGORY-1 MERCHANT BANKER 


Calcutta Ph : 247 4413/2202/2723; Fax : 247 8479 » Bombay Ph ; 283 3317, 287 0677; Fax : 285 0347 + Madras Ph : 45 9745; Fax : 826 990. 


ISSUE MANAGEMENT в UNDERWRITING = STRUCTURING CAPITAL REQUIREMENTS s STRUCTURING & PRICING OF FINANCIAL INSTRUMENTS а PRIVATE PLACEMENT 
OF DEBT INSTRUMENTS s CONSULTANCY & ADVISORY SERVICES = INVESTOR SERVICES = LEASE FINANCING а FUND SYNDICATION 
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On why Vysya 
is banking 
on TQM 


On the focus of 
the TQM 
effort 
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I. SADA SIVA GUPTA 





The CEO Interview 


BOUT two years ago, when our 
ank was formulating its policy 
document for the future, we felt that 
because of the liberalisation of the 
financial sector, as well as to face the 
challenges from private and foreign 
banks, we should drastically improve 
our performance through TQM. We 
already had a few quality circles in 
the bank and their success rein- 
forced our decision. This resulted in 
our bank going for том through 
upgradation of skills, improvement 
of systems and procedures, restruc- 
turing the organisation, and improv- 
ing the training system. 


The main objective of the TQM drive 
is to achieve maximum possible 
customer satisfaction, and employee 
satisfaction—because only a happy 
staff member will go out of his way to 
offer satisfying services to the 


customers—and 
bank's bottomline. 


improving the 


We have started off with 22 projects 
in the areas of customer satisfac- 
tion surveys, computerisation, new 
deposit-based and loan-based prod- 
ucts, credit appraisal, improving the 
health of the branches, and improv- 
ing the quality of our assets. 


We are not aggressive with the 
TQM process. We are doing it in a 
subtle manner. If you try to impose 
it on the staff, there can be an 
adverse reaction. Any exercise to 
change the culture and the mindset 
of the people should be done with 
the people's concurrence. They 
should be totally involved with the 
process of change. We are now 
planning to extend the том efforts 
from the head-office to the branches. 


On TQM's 
achievements 
in Vysya Bank 


On how the 
TQM drive will 


be managed 





inward bills—local and outstation 
cheques and drafts—was identified 
as the single-biggest customer com 
plaint. A TOM project was initiated 
and the result is a new cheque clear 
ing service that Vysya Bank soon 
plans to unveil 

Called Vyswift, it will offer three 
options: 24-hour clearing, four-day 





clearing, and seven-day clearing 
each carrying a different charge 
What the TQM team that developed 
Vyswift discovered was that outsta- 
tion cheque clearances were taking 


upto 25 days because the bank's 





branches did not have a system to fol 


low. Astheteam went into the details 


thev discovered that the clearing 
delays were not only between the 
semi-urban branches, but also 


between the four metros themselves 


because some branches sent 
cheques by post while others sent 
them through the Reserve Bank of 
India's clearing house. So, the 
team devised a new process that 
works thus 


@ Branches 


regional collection centre (RCC) —the 


under а particular 


320 branches are divided under 
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Vysya Bank is 


six RCCs—will send all outstation 








Pakena EE , instruments to the RCC by courier. 

оп every activity in Ш The day they receive the cheques, 

a branch and to the RCCs will send them by courier to 

usethesecosts— ^ the branches in the cities where the PERS 
rather than the h have b d Th Takes decision 
usual manpower cheques have been drawn. These Б ттт 
and overhead branches will present the cheques for Conveys Consults credit 
costs—to calculate — local clearing the next day. in isal worki 
the health of its T erica ордены 


branches. Then, it 
studies each cost 


mAs soon as the cheques are 
cleared, the branches will telex the 


committee or board 


to reduce it even details to the RCC. And the RCC will б ш 

as it increases communicate them to the branches . | Sends to Chairman 
ome that had sent the che = 

satisfaction клас зепышеспеччез: 


While the process actually takes 
anything upto four days, the team 
argued that the bank must offer to 
credit the account of its high-value 
customers one day after they deposit 
a cheque—well before it has actually 
been cleared. And while a penalty 
could be charged if the cheque later 
bounced, they pointed out that apart 
from increasing the satisfaction lev- 
els of its current account holders, 
Vysya Bank would also benefit from 
the higher service fee that it would 
eam when the customer opted for 
one-day clearing. 

Another area where a TOM initia- 
tive has shown results is the bank’s 
credit appraisal system. When the 
team assigned to a credit delivery 
project studied the system, it found 
that it was a hierarchical one with 
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NEW SYSTEM 
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immediately 


Checks documents, 
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Sends documents 
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Collects documents as 
per standardised 
requirements. No 
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large credit proposals having to go 
through several layers forsanction. In 
most cases, the credit appraisal 
process would take anywhere 
between 30 to 45 days. 

So, the team has devised a system 
whereby Vysya Bank can complete 
an appraisal and sanction credit in 
just 24 hours for high-value loans and 
credit enhancements of above Rs 2 
crore. Even in the case of normal 
applications, the process has been 
truncated to reduce the average 
appraisal time to just 15 days. 

Under the old system: 

Ш The branch would collect the nec- 
essary documents and send them to 
the divisional office. 

Ш The divisional office would route 
the papers to the credit appraisal 





department in the head office. 

Ш The credit appraisal department 
would pass on the papers to the con- 
cerned general manager. 

W The general manager would send 
the papers to the chairman. 

Ш Тһе chairman, in consultation 
with the credit appraisal working 
committee or the board of directors, 
would then take a decision. 

Ш The decision would travel to the 
customer through the divisional and 
branch offices. 

Ш Communications would be 
through the postal system. 

Under the new system: 

Ш The branch faxes the documents 
to the credit appraisal department 
at the head office and sends a 
copy to the divisional office 
for information. 

Ш The credit appraisal department 
immediately hands over the papers 
to the concerned general manager. 
lll The general manager, after scrutin- 
ising the application, passes the 
papers to the chairman. 

Ш The chairman conveys his deci- 
sion to the general manager within 
the next 24 hours. 

Ш And the general manager faxes the 
decision to the branch office. 

If the new process is faster than 
the old one, it is because the TOM 
team has helped to standardise the 
information that is required for an 
appraisal, eliminating the time lost in 
asking for additional information. In 
addition, the bank has empowered 
managers down the line in the divi- 
sional and head office to take credit 
decisions upto certain limits. 

While the bank’s customers are 
benefiting the most from this, Vysya 
Bank too is getting more business. In 
fact,the chairman of the bank, І. Sada 
Siva Gupta points out that in the first 
six months of 1994-95, the bank's 
advances have gone up by 38 per 
cent over the same period last year: 
from Rs 1,450 crore to Rs 2,000 crore. 
Little wonder, then, that Vysya Bank 
is showing more than a passing 
interest in TOM. * 




















STEEL WAS 
AT THE HEART OF 
THE VIJAYANAGAR EMPIRE. 


500 YEARS LATER, 
ITS KEY TO PROSPERITY : 
JINDAL VIJAYANAGAR STEEL. 


1509-1530 witnessed what historians agree was the 


golden age of the Vijayanagar empire. Built with steel 
(swords and shields), this kingdom was rescued from rapid 
decline by the dynamic Krishnadeva Raya 

Nearly 500 years later, the ever growing and consistently 
innovating Rs. 1600 crore Jindal Organisation with its latest 
venture rekindles visions of that glorious past 


It has always been the Organisation's stand that only those 








projects would be attempted wherein they could be tl 
best. This line of thinking has been vindicate 
by the success that the Jindal Organisation has, witho 
exception, met with in every single effort. 

Jindal Strips, India's largest producer of stainless ste 
in the private sector; Jindal Iron and Steel, the large 
manufacturer of high quality hot rolled plates, coi 


and galvanised sheets in the private secto 








Vijayanagar empire 





AW Pipes Ltd., among the few manufacturers in the 
orld of large diameter UOE SAW pipes; and 


ndal Ferro Alloy, manufacturers of ferro chrome, vital 





| i ~ A JINDAL 
the steel industry, have made Jindal what it is today \ : [| 
0.1 fully integrated producer of Flat Steel in the VIJAYANAGAR STEEL LTD. 


rivate sector. 
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Service 


Ove the last one year, the Housing 
Development Finance Corporation (HDFC) has been 
busy redefining its service quality management 
process. With no local role model available, the 
HDFC has had to evolve its own quality philosophy. 
Its goal: make it simpler for individuals to take 
loans. This has been achieved by creating a service 
triangle, with the customer in the centre and the 
HDFC’s services, systems, and empowered people as 
its three apexes. Process quality has been 
enhanced by cutting down cycle-time, completely 
decentralising the loan-appraisal system, and 
investing in information management systems. 








WELVE ago, іп 
January 1994, the Housing 
Development Finance Corpo- 
ration (HDFC; 1993-94 
Rs 889 crore) went back to the basics 


months 


disbursals: 


of its service quality management 
process. The result: a service triangle, 
with the customer in the centre and 
the HDFC's 
empowered people as its three apex- 
es. Explains the HbFC's 50-year-old 
chairman, Deepak Parekh: "In the 
services business, quality of service is 
the only barrier to entry." 

And the HDFC's all-new reformu- 
lated C-D-E-F gameplan for quality 
B Creatively position the HDFC in the 


services, systems, and 


space defined by the three axes of 
customisation, labour intensity, and 
judgement by frontline staff such that 
both the 
outcome dimension as well as the 
process dimension are met 

@ Design service delivery systems 


customer needs on 


that are customer- and employee- 
friendly. 
Ш Empower people 








Ш Focus on the changing needs of 
customers and the way in which they 


perceive quality of services 


Such soul-searching is not, actu-, 


ally, new to the HDFC. For, no aspect of 
a process has ever been insignificant 
for the company 
HDF( 
form a customer has to fill during the 


For example, the 
constantly tinkers with ever 
period of his relationship with the 
company to make each one simpler 
shorter, and more user-friendly 
Endorses Sarvesh Sarup, 30, vice- 
president, Citibank: "Today, HDFC is a 
household name, with a wide cover 


age of borrowers, and a consistent 


service record." What, then, are th« 
pillars on which the HDFC's qualit 
management processes rest? 
CUSTOMER FOCUS: With no local г‹ 


model to help plan its way of life, th« 


HDFC has had to evolve its own quali 





ty philosophy: make it simpler for 


individuals to take loans. A custome 
focus and business orientation аг 
implicit. "Life in the cities is getting 


more and more complicated," says 





Satish Mehta 
(extreme right) 
general manager 
HDFC, regularly 
conducts one-day 
workshops on 
customer service 
for frontliners, like 
(from left) C.L.N 
Murthy, Megha 
Phondge, and 
Tasneen Kadwani, 
recreating real-life 
situations through 
role-playing 























HDFC-3 


“Te 


management 
support is 
needed on 
all fronts 

to achieve 
service 
excellence” 


V.S. MAHESH 


PROFESSOR, UNIVERSITY 
OF BUCKINGHAM 





Parekh. “If апу institution can 
smoothen a process for a middle- 
class person, it will be able to win cus- 
tomers. That is the HDFC way." 
Typically, when the HDFC noticed 
that many of its loan applicants were 
young professionals who were 
eligible forsmall loans on the basis of 
their current income, but who would 
earn many times more in future, it 
introduced a step-up repayment 
facility that allows instalments to 
keep pace with urban professionals’ 
upwardly mobile pay packets. 
Similarly, a step-down facility for 
father-and-son teams whose repay- 
ment capacities would go down 
when the father retired was also 
created. Then, the HDFC offers house- 
extension loans; bridge loans to tide 
over the period between buying your 
second house and managing to sell 
off your first one; and even a stamp 
duty loan to help the buyer, faced 
with a duty of 10 per cent. And once 
the customer submits his applica- 
tion, the HDFC's focus changes to 
delivering what it promises quickly. 
CUTTING CYCLE TIMES: Recalls Pradip 
Shah, 41, managing partner, Indian 
Ocean Venture Capital Fund, who 
was one of the founder-directors of 
the HDFC: "Beginning with the design 
of the forms to the lending policy, we 
wanted the process to be efficient 
and cost-effective not only for us, but 


also for the customer. Cost-effective 
in terms of time and money.” 

Until three years ago, a loan appli- 
cant's papers would be scrutinised 
by two people: the credit appraiser 
and the legal appraiser. A technical 
person would then visit the site and 
provide an evaluation. Each time an 
applicant returned to the HDFC with a 
new document that the lender need- 
ed, his papers would be re-evaluated 
in toto since, invariably, he would be 
dealing with a new person. 

To enhance its process quality, 
the HbFC delineated its service stan- 
dards into tangible and intangible 
parameters. The former includes the 
number of times a customer visits an 
HDFC office to get a loan; the number 
of minutes he has to wait in the recep- 
tion area; and the amount of informa- 
tion available to him on the various 
schemes while he waits. The intangi- 
ble element was staff attitudes: 
behaving not like a moneylender but 
as a facilitator of the most important 
purchase a middle-class Indian 
makes in his life. 

The HDFC merged the credit and 
legal appraisal functions, assigned an 
employee to every customer to chap- 
eron him through the entire process, 
and reworked information flows so 
that the technical appraiser cleared 
all the applications pertaining to, say, 
one complex or one area at one go. 








As a result, the HDFC's cycle time 
for a routine case was cut from 
between four and six weeks to 
between two and four weeks. Says 
Deepak Satwalekar, 45, managing 
director: “If a customer now asks 
how soon the HDFC can sanction a 
loan, the answer given is: when do 
you want it? If he wants it in two days, 
we can do it." The next step begins in 
April 1995: a customer submits his 
papers, is interviewed immediately, 
and, if everything is in order, receives 
an offer letter the same day. And the 
cheque in two or three days. 
Managing this is, of course, impos- 
sible without a motivated team. 
MOTIVATION: The merging of the 
credit and the legal evaluations 
meant that these scrutinisers had to 
learn each others' jobs. Says Parimal 
Gandhi, 40, the cEO of the Baroda- 
based Academy Consultants, who 
conducted a cycle of in-house train- 
ing for the HDFC's staff between 1990 
and 1993: "Employees facing change 
were not left to flounder. They were 
mentored.” Helping to nip resistance 
in the bud was the HDFC's traditional 
participatory management style. 

When it comes to recruitment, the 
HDFC believes in hiring the young and 
the inexperienced. The logic: they do 
not carry the baggage of unhealthy 
values, work-practices, and assump- 
tions from previous jobs. Once they 


TOMORROW (FROM APRIL 1995) 











are in, the mantra is training. Satish 
Mehta, 40, a general manager at the 
HDFC, has been regularly conducting 
one-day workshops on customer ser- 
vice as an induction programme for 
every new employee and repeat pro- 
grammes for those who come into 
direct contact with the customers. 

“Through role-playing and recre- 
ating real-life situations, both on the 
lending side and on the recovery 
side," he says, "we demonstrate cus- 
tomer interaction aspects like profes- 
sionalism, politeness, body lan- 
guage, how to handle tricky situa- 
tions tactfully." During the annual 
appraisals, each employee discusses 
his training needs—technical, finan- 
cial, legal, customer service—with 
his department head, and three are 
shortlisted for the year 
EMPOWERMENT: V.S. Mahesh, 47, the 
course director of service manage- 
ment at the London-based University 
of Buckingham, conducted a work- 
shop for the HDFC top management 
team in August 1994. It is Mahesh's 
three-dimensional model of service 
excellence, based on the services- 
classification theories of Christopher 
Lovelock and Ron Zemke, that the 
HDFC is basing its strategies on. Says 
he: "Top management support is 
needed on all fronts for organisa- 
tional transformation to achieve 
service excellence." 





Horc wanted 
the process to 
be efficient and 
cost-effective 
not only for the 
company, but 
also for the 
customer" 
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On how the 
HDFC's quality 
developed 


On remaining a 
learning 
organisation 


On India and 
global quality 


DEEPAK PAREKH 


The CEO Interview 


was learning by doing. We decid- 

ed that we must not only be quick 

with disbursals, but also say yes or no 

very quickly. That the nature and 

quality of service would determine 
our reputation in the market. 


It has to be a two-way approach. The 
frontline staff have to be trained and 
enthused that you must continuously 
try and improve service and find 
ways by which it becomes easier for 
the borrower. And there must be 
pressure from the top to simplify 
internal procedures. 


We, in India, have never stressed 
quality because the domestic market 
isso huge that whatever manufactur- 





ers make, however inferior, it sells. 
We never had foreign exchange 
resources to buy state-of-the-art tech- 
nology to produce quality products. 
It is going to take a long time before 
we come upto world-class standards. 
But in the service industry, we can 
catch up fast. 


The Indian consumer must demand 
high quality. So far, the consumer has 
accepted anything. So, why should 
the manufacturer spend more 
money? 


Urban life is getting more and more 
complicated. Any institution that can 
smoothen a process for a middle- 
class person will win customers. 








At the HDFC, the top managers are 
doing this by turning invisible. No 
more is there a central committee at 
the corporate office, which meets 
every fortnight to approve loans. Says 
C.L.N. Murthy, 31, the manager of the 
HDFC's Bombay branch: "Loan sanc- 
tioning has been decentralised and 
committees are at the 
branch level for faster approvals." To 


approval 


headquarters, loans are no more 
than a statistic 

And the service triangle is also 
leading to a reorganisation that will 
in effect, invert the HDFC's hierarchy 
pyramid. At the top will be the front- 
line staff, who will creatively respond 
to customer-needs with the rest of the 
organisation supporting them. The 











top management's job: ensure that 
the system—interaction between 
front and back 
And the chairman is at the 
bottom of the reversed pyramid 

INFORMATION MANAGEMENT: Far more 


complex than any loan company 


offices—works 


smoothly 


overseas—which can use an appli- 


cants social security number to 
receive instant access to his credit 
history—are the information, man 
HDFC. No 


wonder the company's investments 


agement needs of the 
in information technology have 
grown from Rs 41 lakh in 1991-92 to 
Rs 3 crore in 1994-95 

With all its 28 branches linked 
through а telephone-modem пе! 
work, the HDFC now plans to go on- 


On consumer 
attitudes 


On the lessons 
the HDFC has 
learnt 
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S 
rise of the well known Rs.400 Crores 
: Group, the promoters with proven 
track record. 
Board of Directors under Chairmanship of Shri 
HS. Ranka, who із а professional having 
experience of over three decades in Textile 
Industry. 3 

: The Company, an existing 100% EOU 
C manufacturing International Quality Indigo 
Blue DENIM fabric, now proposing to increase 
its capacity from 7.2 million metres p.a. to 10 
million metres p.a. and putting up an EPCG 
DENIM unit with capacity ofanother 10 million | 
metres. p.a. to have an annual production 
capacity of 20 million metres of DENIM. 
A Company with an uninterrupted record оѓ 
;profiteaming and dividend payment. Paying: 
“dividend since 1981-82; 25% for last five 
















ally integrated plant having Spinning, 
ing and Processing facilities. : 
| cal know-how agreement with Atlantic . 
Mills, Ireland, a unit of Tencate group of - 
` Holland. 
J Letters of Intent have been placed for. 
; procurent of plant and machinery: with 
atest technological features from M/s. Rieter, 
Switzerland, M/s. Sulzer Bros., Switzerland, . 
7 M/s. Westpoint, U. SA, etc. Ў 
A. EXPORT HOUSE status to the Company by 
“Government of India. .- 
ЕСО carries 15% per annum rate of interest till - 
. conversion. 
Full conversion on31st March, 1995 i.e. within 
less than 6 months from the date of allotment. 
Easy Liquidity - Listing at Ahmedabad, 
Bangalore, Bombay, Calcutta, Delhi, Jaipur 
and. Madras Stock Exchanges. 
Investors may note that in case of oversubscription, a 
SEBI nominated public representative shall beassociated 
in the process of finalisation of basis of allotment. 
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export performance of ће Company. 
Exchange Rate Fluctuations may affect the 
profitability of the project. 
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(Formerly known as Modern Suitings Ltd.) 
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The Company has not arranged any firm tie-1y 
for marketing of DENIM fabric and for supply 
of raw cotton. 

The Company may face competition from 
existing and new units in the same segment of 
industry. 

The Company is yet to receive ‘No Objection 
Certificate’ fromGujarat PollutionC steal Board 
for the expanded capacity. 

Additionalland is yetto be acquired, civil work 
is yet to commence and placement of orders for 
major plant and machinery is yet to be 
completed. This delay in arrangement and 
procurement of the above may affectthe project 
implementation schedule, as envisaged in the 
appraisal. 





















P hi onsistently 
favoured inflow of foreign exchange. There is 
no possibility of any changes in Government 
policies adverse to exports. 

Exchange rates of rupee vis-a-vis foreign 
currencies is showing a steady trend. 

The Company has not envisaged any firm tie- 
up for marketing of DENIM in view of its 
existing marketing set-up and contacts with 














business exists. However the Company has 
geared itself up forsuch competition with better 
quality of its products and concentration on 
exports. : 

The Company hasalready made an application 
to the Gujarat Pollution Control Board for 
granting a ‘No Objection Certificate’ for its 
expanded capacity and. does not foresee any 
problem in obtaining the same. 

The Company is taking steps to acquire the po 
adjoining land. to the present site. However, : : 
existing land area is adequate to put up the gtt 
proposed plant facilities. The Company: has 
already placen Letters of Intent for major plant 

and machinery and placement of orders will be - 
completed shortly: The managementexpectsto 29% 
complete the project implementation as per чь 
schedule. фф 
Since the Company has obtained reservation 4" 
for additional power, it does not anticipate any 4 
problem in obtaining the clearance. 


























Note :Investors ате advised to refer to the para on 
‘Justification for Premium’ mentioned in the Letter of 
Offer before making an investment in this issue 
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line with another 60-odd towns 
through very small aperture terminal- 
based links. While a loan officer visit- 
ing a town outside the HDFC branch 
network currently uses a notebook 
computer to process applications 
and downloads his data after he 
returns to the branch office, he will 
now interact on-line from the field 
with the central system. 

Such investments have turned 
the HDFC's database on its 300,000 
borrowers from a necessary evil to 
ensure repayment into a powerful 
marketing tool. A borrower who 
was allowed a smaller loan than 
he wanted can be offered a house- 
extension loan a few years later if his 
repayment record is good. While the 
HDFC gets the additional business at 
no extra cost, the customer gets a 
delight-inducing product-plus that he 
wasn't expecting. 

Naturally, these five pillars can 
hold the HDFC's quality edifice in 
place only if knowledge flows unim- 
peded through the organisation. 
Currently, the HDFC is holding a series 
of workshops—HbFC Service And 











You—at the region and the branch 
levels for its 750 employees. "At every 
contact point, what the customer 
goes through, what can be cut out, 
and what can be simplified is being 
discussed,” says Mehta. 

And the lessons learnt are being 
institutionalised through a best prac- 
tices committee that spreads the new 
precepts across the company. Says 
Nasser Munjee, 41, executive direc- 
tor, HDFC: "The customer determines 
the type of systems and people you 
should have, and then you look atthe 
service strategy." 

Among those impressed with the 
HDFC's quality practices is Mahesh, 
with his observer-participant status. 
He traces it back to what he terms 
"the humane and caring atmosphere 
created in the HDFC for both emplo- 
yees and customers." And that he 
traces back to India's cultural roots. 
"Here, | merely have to remind 
people that hospitability and service 
is almost second nature to us. 
Unleashing this second nature pro- 
ductively isa crucial aspect of service 
quality." e 
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We want to match 
the turn of the century 
with our turnover. 


We took insurance to the high seas. 

We brought it to the grassroots. 

We established a hotline to better service. 

Strengthening it with highly trained personnel, tuned to the 
customer's specific needs. 

At nearly 1200 offices, countrywide. 

For industrial, traditional, commercial, financial, household 

and rural sectors. 

Meanwhile, our premium income leaped twenty-five fold to 

Rs. 1134.45 crore. 

All in a space of 23 years. 

What better way to greet the new century, than with a performance 
to equal it... 

Like. a targetted premium income of Rs. 2000 crore in 2000 A.D. 


United India Insurance. Meeting the challenges of a new century. 
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INFOSYS 
ANSHU TANDON 





(m quality target for Infosys Technologies' 
human resource division is to minimise the 
employee turnover rate, bringing it down to zero if 
possible. To reach this target, the company treats 
its employees as customers, using research to 
ascertain and verify their needs. This data is then 
used to design appraisal, compensation, and other 
rewards, with special emphasis on providing 
unexpected benefits as well as to improve working 
conditions. Employee lifelines are clearly mapped 
out, with quality control checks being exercised 
at each stage of an employee's progress through 
the organisation. 








EMA Ravichandars quality 

target couldn't be simpler, 

more accurate, or better- 
defined: ensure that each of the 800 
employees of the Rs 30.85-crore 
Infosys Technologies—one of the 
country's best-known software 
exporters—stays with the company. 
Says chairman and managing direc- 
tor N.R. Narayana Murthy, 48: "Our 
assets walk out every evening. And it 
is our job to ensure that they walk 
back in the next morning." 

To achieve this stretch target— 
every infotech company loses 17 per 
cent of its employees every year— 
Ravichandar, Infosys’ 33-year-old 
associate (human 


vice-president 











resource development), uses a prin- 
ciple that is equally precise: treat 
the company's employees as your 
customers. That makes human 
resources development (HRD) a full- 
blown quality process at Infosys with 
welldefined quality practices at 
every stage: recruitment, reinforce- 
ment, rewards, recognition, and— 
sometimes, despite the company's 
best practices—resignation. 

RECRUITMENT: The goal of the process 
is to filter out all but those with high 
intelligence levels and leadership 
abilities. The first, of course, is 
mandatory for software develop- 
ment. The second is essential 
because Infosys' engineers work in 
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Infosys’ Hema 
Ravichandar 
(centre) and her 
HRD team are 
constantly trying to 
build a better 
workplace. When 
people complained 
about transporting 
their belongings— 
as they moved from 
team to team— 
they suggested 
that the new office 
be built with ramps 
and stairs 
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“In the people 
business, it is 
important to 

identify the 
problem and 
strike at its root. 
Small things 
matter” 


ANURADHA HEGDE 


SOFTWARE 
CONSULTANT 





teams, which involves giving direc- 
tion, and because they have to inter- 
act directly with the company's exter- 
nal customers. Explains Nandan 
Nilekani, 38, deputy managing direc- 
tor: "People at these points must be 
able to take decisions." 

The quality strategy that Infosys 
adopts is to recruit from the cam- 
puses of the engineering institutes, 
deploying employees who аге 
alumni of those institutions to route 
positive feedback about the com- 
pany. That way, Infosys ensures that it 
attracts the brightest talent. Crucially, 
thisinvolves ensuring that employees 
are satisfied enough to hardsell the 
firm, which reinforces the need to 
treat employees well. 

The next step is to administer a 
custom-made examination, which 
is designed to test, in particular, 
analytical thinking and communica- 
tion skills. And the interview focuses 
on probing applicants for their lead- 
ership abilities, rounding off the bas- 
ket of skills that employees must 
bring into the company. 
REINFORCEMENT: Once a software 
engineeris inducted into the firm, his 
lifeline with the organisation is map- 
ped out as clearly as a manufacturing 
process, with each successive step 
delineated. And quality practices 
and quality checks at each stage 
ensure that the employee is suitably 
equipped to discharge his duties. 

The first is a three-month training 
session conducted by the education 
and research division, which is 
headed by a former Indian Institute of 
ManagementBangalore professor, 
K.V. Viswanathan. Simulating soft- 
ware projects, Viswanathan, 36, and 
his crew probe each person's ability 
to work as part of a collaborative 
team, holding back laggards for fur- 
ther training to ensure that they are 
ready for the Infosys approach. The 
motive, as with quality practices on 
the shopfloor: reduce rejection-levels 
once the process gets under way. 

As further quality checks, each 
employee is given a personal road- 
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map that he or she must follow. Do 
things right the first time. Satisfy the 
customer. Don't go back on commit- 
ments. By extension, make commit- 
ments carefully. Says  Nilekani: 
"These are the operating guidelines, 
after which you have the freedom to 
work the way you want to." 

Once the HRD department is satis- 
fied that these parameters have been 
communicated to its customers—the 
employees—it sets about satisfying 
them by identifying their needs and 
catering to them. Acting as a facilita- 
tor, it interacts with the two-member 
manpower allocation committee— 
which is headed by V.S. Raghavan, 
52, joint managing director and the 
head of the production stream—to 
match the skills of each individual to 
specific projects and teams. 

The goal isto ensure as high a deg- 
ree of fit as possible between an emp- 
loyee's natural abilities and mindset 
and his or her assignment. Since 
teams come together for individual 
projects which extend for between 
six and 15 months, the firm makes it a 
rule to monitor each individual's 
progress and locate suitable projects 
for him or her at regular intervals. 

For this, the HRD department 
keeps dossiers on all employees, 
recording the projects worked on ear- 
lier, the contribution made, the pro- 
blems encountered, and how they 
were solved. These are used as inputs 
each time a new project gets under 
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On the quality 
goals of 
Infosys’ HRD 


On Infosys‘ 
unique quality 
practices in HRD 


N.R. NARAYANA MURTHY 





The CEO Interview 


EING a software development 

company, our main asset is peo- 
ple. So, HRD plays a primary role. We 
believe in providing customer-satis- 
faction by creating wealth for inves- 
tors and having a pleasant relation- 
ship with vendors. And these things 
can happen only if our people—who 
create wealth, who create products 
for our customers, and who use the 
products of our vendors—are happy. 


We practice what we proclaim. At 
every point we ask questions: Is this 
going to make life better for our 
employees? How do we create 
wealth for our employees? How do 
we ensure that they have a roof over 
their heads? How can their spouses 
and children be happier tomorrow 
than today? Are we doing any- 
thing which discriminates certain 
employees? | think that is unique. 


way, and the project leader fills in his 
manpower allocation form. 
Ravichandar and her team also 
interact with the allocation commit- 
tee to ascertain the precise role that 
an engineer will play in a project. 
Matching project апа individual 
requirements, the allocation commit- 
tee helps to identify if an individual 
should be a developer, a module 
leader, ora project leader. 
REWARDS: The target here is to create 
and strengthen the sense of joint 
ownership of the company’s fort- 
unes, creating partners-in-progress 
ratherthan just people on the payroll. 








It is very high. Hema (Ravichandar) 
reports directly to me, and we often 
have to look at special cases. For 
example, the income tax department 
recently decided that some of the 
allowances that companies in Banga- 
lore were paying to employees were 
taxable. And we accepted the ver- 
dict. So, we said that we would gross 
up and our employees could pay all 
their taxes without taking a loss. 


The key is to keep channels of com- 
munication open. You must have as 
many channels as possible to give 
you feedback on what is happening 
in the company. So long as you are 
open to receiving feedback, you 
will find yourself clued in. And hav- 
ing got the feedback, you must be 
ready to demonstrate that you are 
willing to take action. Or else, the 
channels will dry up. 


On his personal 
involvement 
with HRD 


On the key 
element of 
quality in HRD 








And the method is to research emp 
loyees to gauge their personal wish 
lists, the impact of different reward 
systems, choosing the most effective 
ones, and implementing them 
Forinstance, researching the best 
technique—in addition to competi 
tion, which is de rigeur—to foster this 
feeling among employees 
came up with a system of stock 


Infosvs 


options. Under the employee stock 
option plan, 110 top-notch emp 
loyees have so far been offered 1.52 
lakh warrants, which they can exer 
cise to buy Infosys’ shares, with 


lock-in period of five years 


As the proportion 
of people from 
north India grew 
the HRD 
department 
realised that it was 
necessary to widen 
canteen facilities 

A dietician was 
hired, and the 
menu was 
reworked to 
include authentic 
north Indian 
cuisine 
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“Like 
technology, 
human needs 
also keep 
changing. HRD's 
adaptability is, 
therefore, 
crucial” 


Ү.Р. SAHNI 
PRESIDENT 


TCS 
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Offer special 


benefits to 
individuals 


performance 


Objective two, as Ravichandar 
puts it, isto "create a comfort zone at 
all levels for ouremployees.” Delving 
into requirements, her team discov- 
ered that owning a house was high on 
employees’ priority list, which is why 
the company designed a system that 
enabled employees to fulfil this ambi- 
tion. So, when Infosys went public in 
1992, shares were offered to emp- 
loyees at par, the idea being that 
once the share price rose—which 
would depend on their perform- 
ance—they would be able to cash in. 

Some like Rajiv Kuchal, 29, did 
just that; he has just bought an apart- 
ment in Bangalore for Rs 9.50 lakh, 
and says: "I don't think | would have 
been able to afford this even if I were 
working in the US. Not so soon, any- 
way." A third crucial conclusion that 
came from the continuous dipstick 
surveys into employee mindsets was 
the need for objective appraisal. 

Keeping this in mind, the HRD 
team has now implemented 360- 
degree appraisal, whereby each 
employee is assessed by himself, his 
superiors, and his peers, as well as his 
juniors. To strengthen the objectivity 
index, Raghavan personally reviews 
each and every appraisal. Explains 


Offer stock options 
after evaluating 











Use 360-degree 
appraisal for 
objectivity 


Use employee 
feedback to improve 
work environment 


Ravichandar: "You have to establish 
credibility. And these things mean 
quality to my customer." 
RECOGNITION: Ravichandars goal 
isn'ttoset new standards of monetary 
compensation, but to provide 
small, unexpected benefits that 
are designed to communicate to 
employees their real value in the 
company. Analyses software consul- 
tant Anuradha Hegde, 34: "In the 
people business, it is important to 
identify the problem and strike at its 
root. Even the small things make a 
world of difference." 

To achieve this goal, the HRD 
department carefully monitors work- 
ing conditions and employees' work 
habits, using observation, informal 
listening and, of course, employee 
surveys at regular intervals. The 
process begins at the pre-recruitment 
stage. For instance, when software 
engineers being headhunted by the 
company indicated their aversion for 
signing financial bonds, Infosys 
promptly abolished the process for 
all but fresh trainees. 

Similarly, whenever engineers 
were posted abroad to work on one 
of Infosys’ many off-shore projects, 
the HRD department sensed hesita- 


Ensure constant 
training. Shuttle 
between projects 





When infosys 
realised that its 
women staff could 
not take care of 
both their children 
and their work, 
HRD suggested the 
setting up of a 
creche. New 
mothers were 
offered part-time 
consultancies till 
they could return 
to full-time work 





Check for 
| management skills, 
| fairness, and ability 
to meet deadlines 


| Promotion | 
| to module 
leader 


Check for ahility to 
handle large projects 
and complicated 
logistics 


‚| Promotions |. 
leader 2) 





Movement to 
technology stream 


Resignation 


| Mf Analyse reasons for resignation 
a Counsel employee on career plans 
L Negotiate retention or release employee 
| Wi Send report to employee's superior and databank 





tion beneath the initial enthusiasm. A 
little questioning revealed that their 
software developers didn’t like stay- 
ing away from their families for too 
long. So, Infosys now allows all those 
posted abroad for over three months 
to take their wives along—and pays 
for them too. If the sojourn is over six 
months, the entire family is flown out 
and back. Says Ravichandar: “Weare 
a very family-sensitive company. We 
feel that our people work better when 
they are with their families.” 
Similarly, when software develop- 
ers’ responses to research revealed 
that they were progressing as engi- 
neers but not as managers, the HRD 
department started management 
development programmes to hone 
their leadership skills. Adds Infosys’ 
senior project manager, Srinath Patni, 
40: "The HRD department is not very 
old, but it has streamlined issues." 
Among the other unasked-for 
benefits that Ravichandar's research- 
and-implement quality practices 
have evolved for Infosys’ employees: 
@ Transit flats for married emplo- 
yees who have to travel a lot. 
Ш A bus service from Bangalore city 
to Infosys’ office in the Electronics 
City to protect employees from the 








nerve-wracking, 60-minute drive. 
B Achange of working hours—from 
the traditional 940-6 to 8to-5—to 
make commuting quicker. 
@ Breakfast for all employees in the 
office canteen so that they don't 
waste time at home. 
Ш A five-day week to enable people 
to get their personal chores done and 
still have a weekly holiday. 
W ^ gymnasium and a basketbali 
court on the premises for health- 
conscious software engineers. 
RESIGNATION: Despite its HRD quality 
practices, Infosys loses eight per cent 
of its engineers every year—half the 
industry average. The process of tack- 
ling resignations is well-defined, 
involving understanding, counsel- 
ling, negotiations, resolution, and 
report. Thus, when an employee puts 
in his papers, the HRD department first 
analyses the reasons why the move 
has been made. Direct interaction 
with the employee follows, with a 
problem-solving mechanism being 
used to iron out the issues that pro- 
voked the resignation. 
At the same time, the individual's 
needs and abilities are assessed 
systematically: if, for instance, an 








engineer reports his inability to keep 


up with the pace, 
to hold him back. 
based on these inp 


o attempt is made 
After negotiations 
its are conducted, 


the issue is resolved in the form of a 
withdrawal of the resignation. Or its 
acceptance. Finally, the feedback 
from the process is fed into Infosys’ 
databanks and used to rectify systern 
errors or to design new benefits. 

And the wisdom gleaned from the 
process of managing an employee's 
life-cycle is used to improve quality 
levels. Explains Y.P. Sahni, 58, presi- 
dent, Tata Consultancy Services: 
"Like technology, human needs also 
keep changing. So, HRD's ability to 
quickly adapt to new work environ- 
ments and employees needs will 
prove to be crucial" Thats why 
Infosys believes not just in quality 
people, but in quality in people 
management. Ф 
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Rs. 125 crores turnover in next 3 years | 
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Quality 
HRD 


Ag India found itself having to cope with con- 
solidation, liberalisation—and TQM—almost simul- 
taneously. Realising that both its future—and the 
fate of its total quality drive—depended on its peo- 
ple, the power-equipment manufacturer decided to 
restructure its human resources development 
policies for quality. While the institutionalisation of 
teamwork was the obvious choice, this threw up 
several issues. How do you foster team-spirit in an 
environment where individualism was high? How 
do you reward employees when they are organised 
in teams? In resolving these issues, ABB has 
managed to pioneer a set of quality practices. 











HEY 
development. In July 1991, the 
changes that had rocked the 


call it team resource 


Asea 


sweeping 


$29-billion transnational, ABB 
Brown Boveri, were 
through 172.50-crore ABB 
India. First, the company was under- 
going post-merger pangs since it was 
the progeny of the Indian 
sidiaries of the Swedish company, 
Asea, and the Swiss company, Brown 
Boveri. They had merged in 1987, 
and four years later, the global—and 


the Rs 


sub- 


local—focus was shifting from 
products to people. 
Secondly, ABB had formally 


embraced total quality management 
in 1989 and all 1,300 of its operating 
units around the globe were learning 
to focus on customer-driven quality. 
Thirdly, thanks to liberalisation, ABB 
India had been declared the hub of 
ABB's Asian operations. Finally, ABB 








CEO Percy Barnevik—whose think 
global-act-local philosophy meant 
that ABB India would have to grow its 
own managers—was scheduled to 
visit India in the near future 

A group of senior ABB India 
executives, therefore, met fora brain 
storming session over a sultry week 
end in Delhi. Several issues funda 
mental human 
resource development (HRD) policy 


to ABB India’s 
surfaced at the two-day meet, which 
was presided over Бу 
K.N. Shenoy, 64. Under TOM, pointed 
out Shenoy, the involvement of peo 
ple was integral to success 

How could ABB India motivate its 
10.000-оаа 
common quality goal? How could 
the company foster team-spirit in an 
environment 
was high? How could it reward and 


employees towards 


where individualism 


recognise its employees under th 


Cell leaders, like 
B.G. Srinivas 
(sitting), aided by a 
TQM manager like 
H. Ragothman 
(left), plan the 
year's job 
profiles—including 
individual training 
needs—of team 
members like 
(from left) C 
Lokesh, R. Ajai, and 
B. Ramesh in ABB's 
Bangalore factory 
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hr you want to 
foster team- 
spirit, you have 
to snap the link 
between 
compensation 
and individual 
performance” 


K. CHAKRAVARTHY 


GENERAL MANAGER (HRD 
LARSEN & TOUBRO 





new ethos of quality and teams? And 
how could ABB India create an 
ambience in which personal ambi- 
tions would prosper along with the 
corporate objectives? 

“There was a general consensus 
that although ABB is a technology- 
intensive company, the importance 
of people is crucial to success," says 
Shenoy. "We recognised that the 
only key to survival was people 
within; working, not in isolation, but 
together; not as individuals, but in 
teams." This meeting was followed 
by a series of internal discussions 
over the next few months in a bid to 
isolate the issues involved. 

By then, it was clear that turning 
into a total quality company was 
bound to throw up stiff HRD chal- 
lenges. While the organisation had 
been flattened—ABB India had 
created just five managerial grades 
post-merger—that had only resulted 
in another set of problems. 
Promotions were slow, taking upto 
six years between each level. Of far 





sists of three technocrats who head 
ABB India's business areas. 

First to be scrutinised was the 
rewards mechanism. The glitches 
were obvious: although the annual 
increments rewarded performance, 
they focused more on individual 
high-fliers than on teams. Says a 
supervisor in the plant at Peenya near 
Bangalore: “An undue emphasis on 
individual performance engendered 
a feeling in the ranks that the com- 
pany was run only by a few heros.” 

And there was excessive reliance 
on quantitative indicators of perfor- 
mance, Moreover, says НК. 
Mohanty, 56, vice-president (corpo- 
rate personnel and HRD), ABB India, 
“the contribution of an individual to 
group effort received only marginal 
weightage in his appraisal." That was 
a bad fit for promoting teams; an 
individual could Бе appraised 
highly with no attempt at dis- 
counting the team's contribution to 
his performance. 

Moreover, by concentrating on 
the tangible results delivered by an 
individual, the system ignored intan- 
gible criteria like the quality of work, 
customer orientation, and on-time 
delivery. And the system discour- 
aged risk-taking, pitting people 
against each other in. pursuit of 
incentives. Net result: employees 
worked in their self-interest rather 


CHAYA 


more importance was the issue of 
whether the systems in the company 
supported an organisation based on 
teamwork. 

For, teams were the basic plat- 
form on which customer focus would 
be built. “We had to institutionalise 
teamwork at ABB India as part of € (eges солга 
becoming a customer-focused com- I Interpersonal skills 
pany," explains Arun Thiagarajan, 7 сия à 
50, managing director, ABB India. So, e жузе 
a five-member steering committee Teamwork 
was established, which now lays 


TQM 

: TBM 
down the HRD policy for the com- a ~ 
pany. In addition to the vice-presi- p ү 


dent and the general manager of the 
HRD department, the committee con- TOPS:Training, Operations, Performance, Schedule 


Product knowledge and technical expertise 
Personal values, character, and integrity 
Customer-focus and market-sensitivity 

Concern for people and results 
Innovativeness and creativity 








‘ DEVELOPMENT - 
L APPRAISAL SYSTEM 


RA min 
oW 


| PERFORMANCE D 
| APPRAISAL SYSTEM | 
سا‎ | 


| Айа! vies based à on an individual $ 
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Annual increments based оп а superiors = 
appraisal of an individual's performance | 


pde it Jang ble ава | 


STRENGTHS 


W Rewards 
performance 

E Motivates 
individual 

W Fosters 
initiative 

W Demonstration 
effect 


WEAKNESSES | 


E Discounts team 
contribution 

E Demoralises 
team 

Wi Fosters short- 
term thinking 


Ili Creates losers 
in company 





than in the interests of the company. 

Drastic changes were introduced 
to promote the concept of teams. For 
starters, cross-functional teams were 
set upto encourage group efforts and 


of the business area’s performance 


| r | OPPORTUNITIES | 


B Rewards team 
performance 


@ Motivates team 
members 

W Fosters long- 
term goals 


Bi Boosts morale 
of company 





and not individual performance, was 
rewarded. 

B A ban on accelerated increments 
for individuals. 


m Snapping of all direct linkages 


break hierarchies. At one level, | between performance and monetary 
customer teams were built around | compensation. 
specific customers or customer Called the Development 


groups. At ABB India, there are about 
130 such cross-functional teams, 
each consisting of about five or six 
members, building long-term rela- 
tionships with customers 

Secondly, small groups activities 
(SGAs) were started to find solutions to 
shop-floor problems. With about 30 








Appraisal (DA) System, the new 
method was introduced in January 
1993 to a testgroup of 1,100 
managers, using 1992 as the base 
year. Explains V.S. Mani, 56, corpo- 
rate vice-president (technical): "The 
idea was not to evaluate perfor 
mance as it is conventionally known, 


THREATS 


W Discounts 
individual roles 

m Demoralises 
hi-fllers 

W Fosters 
mediocrity 


E Devalues 
appraisals 





sGAs continuously solving problems, | but to identity the development Interestingly, L&T 
ABB India has struck twice. "It helps | needs of an individual, build training — delinked 
deglamourise titles and delink power | needs around him, and help him Compensation 
И я Mr DONUM | DU perl from performance 
from positions. It also helps indi- | acquire or update his skills. between 
viduals develop under peer influ- Several in-house workshops were — 1975 and 1977. In 
ence," explains Mohanty. And the | conducted during the yearto explain less than three 
ultimate challenge was dovetailing | the system to the managers. The ерее а 
the reward structure to teamwork. system, said ABB India, ensured: back since the 

At the core of that process were | @ Role clarity and rapport-building appraisal system 
three specific initiatives: between a team member and a team broke down. But 
m Reorientation of performance | leader by planning the job for the now, LATIS 

SCONE J p ader by p S CODE re-examining 
appraisals so that team performance, | yearahead. the issue 











ABB-5 


On people 


On SGAs 


m Counselling for personal and 
professional development. 

m Enhancing an individual's 
contribution by building team- 
functioning skills. 

Winternalising the concept ої 
customer focus, both internal and 
external. 

ш And providing job-related training 
inputs. 

Moreover, the new increment sys- 
tem was a great leveller. Its first com- 
ponent was a uniform increment for 
all the managers in each grade, 


based on a flat percentage of the 
basic pay plus dearness allowance 
total of that grade. And the percent- 
age varied between zero and 10 per 
cent for any of the five grades—A, B, 
C, D, and O—and was determined by 
the financial performance of each of 
the company's 27 business areas. 
Two other variants—to compen- 
sate for inflation and the need to be 
competitive with compensation 
trends in the industry—were added 
on to this percentage. And the final 
component was a lumpsum pay- 


The CEO Interview 


HE HRD function is strongly 

linked to the customer-focus 
programmes at ABB India. This is 
because the success of customer 
focus depends largely on employee 
involvement in all processes aimed 
at ensuring customer satisfaction, 
both internal and external. Besides, 
in the truly global organisation of the 
future, knowledge networking will 
be a critical success factor. It entails 
optimising technology development 
through the medium of human 
resources. 


ABB India is trying to create a team- 
working culture. It is being done at 
different levels in different forms. 
Particular mention can be made of 
small group activities (SGAs), which 
operate at the workmen and staff 
levels. sGAs have been of great help in 


fostering team spirit and the extraor- 
dinary thing about them is that 
employees are able to.see the results 
for themselves. This, I think, is its own 
reward. 


At the middle management level, we 
have created cross-functional teams 
to address major issues arising from 
the needs of indiviual customers. 
They are customerspecific and, 
therefore, highly-focused in their 
deliberations. At the senior manage- 
ment level, we have a corporate 
management team, which provides 
policy parameters, in addition to 
smaller teams which examine strate- 
gic issues from time to timê. Fostering 
team spirit in an organisation is a 
challenging task. It is a continuous 
endeavour and requires constant 
nurturing. 


K.N. SHENOY 


ma 














CHAYA PANDE 


Annual increment 


| Components to bridge the 
г gap with the market: 


As in ABB 
everywhere, ABB 
India follows the 
matrix system of 
reporting: dual 
lines of authority 
with, for example, 
the leader of a 
business area 
reporting both to 

„the country head 
and the 
international head 
of that business 
area 





ment—to reward intangibles like 
customer focus, on-time delivery, 
and quality of output—which was 
also a fixed amount for each grade. 
For example, in 1993, all the man- 
agers in Grade-D were given an addi- 
tional Rs 300 per month each under 
this head. 

Critical to the DA System, is an 
open dialogue between a team 
leader and a team member. Both sit 
together to plan the latter'sjob-profile 
for the year, explore his strengths and 
weaknesses, identify the training he 
needs, and ensure the inputs needed 
to improve performance. While 
senior managers have been trained 
in counselling by in-house experts 
from ABB, the need to train managers 
for skill upgradation and efficiency is 
being given top priority. 

In 1994, the company held 7 
training programmes for its 
managers. Next year, 77 programmes 
have been scheduled, covering a 
gamut of team-building initiatives. In 
addition, there are about 70 unitJevel 
training schemes at the works-level. 
Interestingly, HRD at ABB India is a line 
function—the ownership of a per- 
sonnel decision rests with the front- 
line supervisor—and not a staff func- 
tion that is directed from corporate 


headquarters. 

Next, the management addressed 
recruitment and retention: entry for 
engineers and executives begins at 
the bottom O and D grades. Recruit- 
ment at senior grades is rare, being 
limited to when ABB needs specialist 
skills or diversifies. And all new emp- 
loyees go through intensive team- 
building workshops in their first year. 

Less innovative is the retention 
strategy that ABB India follows to 
counter its flatness: the company 
tries to keep pace with the industry 
average in terms of compensation 
and pushes its TQM environment as a 
USP. "Inspite of the limited chances of 
promotion, our managerial turnover 
is less than three per cent per 
annum," says Thiagarajan. 

Has ABB mastered the art of keep- 
ing managers in teams happy? Not 
necessarily. Delinking monetary 
compensation from performance 
appraisals increases the danger of 
promoting mediocrity and ignoring 
individual initiative. Says Shrinivas 
Pandit, 54, Siemens India’s former 
vice-president (personnel) and now 
a management consultant: "Every- 
body can't be equal in an organisa- 
tion. Quality invariably requires a fil- 
tering mechanism with which one 
canseparate the men from the boys." 

Ultimately, all such systems—be 
they performance, development, or 
potential appraisal—will suffer the 
hazard of being subjective. Closely 
monitoring its HRD initiatives, ABB 
India is still to evaluate their impact 
on the firm's bottomline primarily 
because the experiment is still con- 
fined to the managers of the firm. 

The next goal: refine and intro- 
ducethe system to the shop-floorstaff 
too. Says Thiagarajan: "We have 
made a beginning in driving home 
the point that if an individual wins, 
the company does not necessarily 
win. But ifa team wins, the individual 
also wins." As that is one of the basic 
tenets of a quality company, that is no 
small compensation for ABB India's 
team-based TOM thrust. e 














Frantic pace, hectic schedules, 
mounting demands, ever-increasing 
challenges — and all to be handled in a 
working day. The smart manager has to be 
geared for it. He is the milli-second manager, 
expected to be in complete control always. 


Lotus SmartSuite 3.0. The choice of 
such smart managers.With five best-of-breed 
applications, Lotus SmartSuite offers 
unprecedented range, complete power and 
total integration. To provide that crucial 
BEES NEM with control. 


1-2-3 — 5.0 provides 
the headstart with 
automated templates to 
create common business 
applications. With Range 
Routing, you can 


AX 





electronically mail the relevant portion of 
your worksheet to your colleagues. 

For a graphical view, in addition to the 
usual, use Lotus Maps to have your 

data presented against maps—for those 
critical distribution decisions. And to 
complete your mastery over numbers, 
access data in other databases from 

1-2-3 or further analyse your 1-2-3 data 
through Lotus Approach. 


A database created for 
users, offering power with 
speed start — no need to 
learn languages, 
programming and so on, 
Start off with the Smart 


—— د 


Assistants to create your forms or reports, 





access data starting from 1-2-3 spreadshe 
to a sophisticated SQL Server database, 
chart or graph your data the way you wal 
Approach 3.0 with its X10 Speed 
Architecture delivers all these with ѕирей 
speed to keep you way ahead. 


As one of the smartest 
and fastest word 
processors under Windo 
Ami Pro 3.1 offers 
powerful word processis 
with proofing tools, 
revision marking, built-in charting, in- 
context drawing tools and collapsible click 
and drag outlining. With over 55 template 
to start you off right away with your 
reports, memos, faxes, Ami Pro is the ide: 
tool for your mastery over words. 3 








F yt l | S For further details, please contact : ITC Limited. Information Systems Division m 1-4 Raja Ram Mohan Roy Road, BANGALORE 560 025 


28 Basant Lok, Vasant Vihar, NEW DELHI 110 057. Ph: 688 2556; Fax: 688 5339 ш ITC Centre, 4 Russel Street, CALCUTTA 700 07 


Smart 
managers 


today, 
total control 
in 
their hands. 





CES Ue ы Scheduler and Address Book — and you can 
reedom with Freelance Now includes Lotus Approach, be your own master. But still remain in 
Freelance Graphics has ScreenCam & SmartCenter touch with your workgroup with whom you 
redefined presentation can schedule meetings as per their calendar, 
graphics with its unique MB using the group scheduling feature 


лы сч ا کا س‎ | And stillin Control 00 


presentations. Choose your 79 

style from 65 SmartMaster 

choose page layout and start off by typing SmartCenter is your control station— 
to launch and switch between applications 
and access ScreenCam to capture screen and 


ext, adding from over 500 symbols or 
dn t boli charts hom 1000 sound for creating great briefing material 
for your workgroup. Making sure total 


t styles. With Freelance you are a success 
time you make a presentation. i 
fex: P control is in your hands. 


Lotus 
Add to these Organizer 
1.1—the Personal 
Information Manager with 


a fully customisable Yi | | > 
on-screen Diary, Planner, whe iki олс Cae ae A The smartest choice 
Notepad, Appointment ee И 
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APPOINTMENTS 








We are looking for two 





rather special gentlemen. 


One with an eye for 
Quality The other with 


senses tuned to Systems. 





VICE PRESIDENT (ss TEMS AUDIT & MIS) | 
Location: Bombay. Арс: Around 35 yrs. : 
d You will be responsible for framing & maintaining Syst 
; generating MIS, related to performance & budgets. 
Vou will report to the CM D. A sound commercial background with 
experience in Audit & MIS is essenti al. 


Remuneration will be amongst the besti inthe Industry. 


Both these positions are considered vital for the company's 
ambitious growth plans & for maintaining the quality that 
is tangible in all ATCO's activities & products. 
Please send in your resume’ to: 





"MIMS CONSULTANTS - CREATING STRATEGIC ADVANTAGE THROUGH INNOVATION ` 


Pharmaceutical marketing is turning into a warfare and the competition is 
getting increasingly fierce. Under such a scenario, we are looking for 
professionals who have fertile mind of a strategist and braveness of а 


warrior to come out with Winning Marketing Strategies. 
_ VPMARKETING (Pharma) Bombay 7 7198 Lads PA. 


Should be a dynamic МВА 40-45 years with a track record of managing people and 
products with equal degree of excellence-and 18 to 20 years of experience out of which 
3-6 years should be as G.M. Marketing & Sales in a Pharma Company of over 20 crore size. 


MARKETING MANAGER (Pharma) Bombay 35 40.4 Lacs РА. 


Young. MBA 35-38 years with B-Pharm or B.Sc degree, strong in marketing concepts, 
а successful track record of having launched and built 
1-2 crore sales. Experience as GPM for 3-5 years is a must. Some fiel 

-frontline manager wil һе а distinct advantage. 
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TH COMPANY - 
Our client is a very FAST g growing formulation j Bulk Drug Publi ic Ltd. Co. with ar 
over in excess of 150 crores having its factory at Ankleshwar & Head Office at B 
The Group is headed by а Dynamic professional 6 offers congenial work environment, 
excellent freedom to work & ample growth opportunities. 


- & Collaborations 


Please send your resume in strictest confidence, within 7 days to: 
Ms. Anita Chouhan, Executive-Director 


<chnology tran 


A-1, Shitla Kripa, 277, J Road, Mahim, 


Т, 


ASSOCIAT SIN USA, UK, GERM. NY & BELGI UM 




















ambition. Alexander the Great. Edmund 

Hillary. Carl Lewis. They all had it. The 
will to excel. To-rise above the mundane. At 
Hughes Software Systems, setting sights higher 
and higher has become an ingrained habit. 

With ‘its aggressive stance and bold 
programs, HSS quickly established itself as a 
leading software exporter within the first year of 
operations. HSS is esteemed as one of the top 
exporters of communication software. Its 
expertise, computing facilities, infrastructure 
and environment are better than international 
standards, 

Right now, HSS is executing turnkey 
software projects in the area of Digital Cellular 
Communication, Digital Satellite Networks, 
Integrated Data Communication Networks and 
Network Management. HSS would now add to 


N othing great was ever achieved without 
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its portfolio, two new technology areas of Mobil 
Satellite Communication and Personal 
Communication Systems. 

HSS" business agenda for the next year © 
includes continuing the strategic relationship 
with HNS to develop latest communication & 
networking technology and playing a key role iı 
HNS' Asia operations; building new strategic 
alliances in USA, Europe and Asia, and 
developing and marketing HSS’ products 
internationally. To achieve its goals HSS is 
making a large investment to expand and build 
a state-of-the-art computing infrastructure. 

HSS has openings for Managers and Team 
Leaders to spearhead this ambitious growth. If 
you have a Bachelor’s or Master’s Degree in 
Elec/Comm/Comp Sc Engineering, with 
experience in design and development of real 
time / embedded / systems software; you are 
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те person we are looking for. Familiarity with 
ommunication and networking technologies 
ould Бе а plus. HSS provides an excellent 

; career development opportunity; a rewarding and 
_ challenging work culture, along with international 
exposure. But that's not all. It has an attráctive 
Salary / package which includes profit sharing 

. through the company's stock option plan. 

. If ‘Big’ is one of your favourite words, we want 
(о hear from you, 

*- . Send your detailed resumé with contact 

_ telephone/e-mail within 10 days to : 

The Manager - Human Resources 

_ Hughes Software Systems 

International Trade Tower 

_ 2nd Floor, Nehru Place 

Меш Delhi-110.019. 

Fax (491-11) 647-9305 or 9306 

mail : hsshr&hss; hns. com 


















HSS is a subsidiary of Hughes Metwork 
Systems, a world leader in Digital Satellite 
and Communication Technologies. Hughes 
Network Systems is the world's largest 
supplier of private satellite networks, with 
over 65% share of the global market. It is 
also a unit of General Motors Hughes 
Electronics. HSS specializes in product 
development for real-time embedded 
applications in communication and 
networking. 


HUGHES 


SOFTWARE SYSTEMS 
a ae 


Subsidiary of 
Hughes Network Systems 


БОШ 
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APPOINTMENT 








We are not intereste 
in you anymore! 





A giant in the Hi-Tech 

_ arena, the Modi Group 
of Industries has gone 
global with prestigious International 
Collaborations from different parts of the world, 
Some of these are Xerox, Olivetti, Alcatel, 
Telstra, General Binding Corporation, Federal 
and ESB International, and we plan to increase 
this list in the coming years. A large, diversified 
conglomerate, the group's interests span a 
multi-dimensional growth area in Hi-Tech Office 
Automation, Information Technology and 
Telecommunication. We are in the process of 
implementing various projects in the Telecom 
Sector — Cellular Mobile / Audiotex / Voice 







‘are on the anvil and we are committed to. 





ail Services — Telecom 
Equipment, Power | 
— Transmission |. . 
Distribution & Marketing of a host of Hi 
Electronic, Information Technolo 
products sourced indigenously and imported. _ 
Our expansion plans of over Rs.1000 crores — 












expanding our operations to other centers of | 
india for cellular mobile as well as basic 
services. 






And in order to complement this diversification _ 
plan we are looking for Hi-Tech professionals 

(well-versed in the use of computers), who wish _ 
to face challenges in Hi-Tech, Hi-Growth areas. ' 





Bu SINES ао TPE 1:998 
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de and es the e 


or/ President, and the candidate 








e had be ee with оп 


LM NAGER-HRD | 
—1 POSITION (DELHI) © 


The сс ane didate will be reponi for sr Haren t Resources 





needs of manpower ore re handled ir in оп optimum manner. 2 


COMPANY SECRETARY __ 
—5 POSITIONS (DELHI) IQ 





The candidate must. Бе a qualified. Company 1 Secretary, _ 
preference will be given to those who have additional 
professional ое like CMICWAMBA. The PE 












Company deo demie c | км dió 
Co тропу having foreign. collaboration and also foreign 


(Alt METROS) 


must be successful sales person with the 
кын for се ишь, 
liai 








ny. The position directly reports to 


equate - exposure to marketing in. 


-to 30 years, with a minimum of $ 5 won s experience i in. 


: leari 12 years mo in the sind | 


e e with x Tee e Inetuon bei in the 





age group of 28 to 34 years, with a minimum of 2-3 
years experience in the relevont field. Our preference i is 
for those who can do selling ina competitive environment. 
The position directly reports to the General Manager, 


BRANCH MANAGER 


—10 POSITIONS (ALL OVER INDIA) 

The candidate will head one of the soles branches and 
will be responsible for the entire operations comprising 
sales ond services. The position requires. an 
self-motivated person with the ability to achieve sult 
a highly competitive environment. Condidat 
a graduate, preferably MBA, be in the 













м relevant fi "e 






Account, Toten, ed es 


The remuneration 08 shall bác commensurate 2 with: ; 
qualification and experience and comparable to the best- 
in ће Industry. A strong computer versatility is absolutely 
essential for all the positions. 


Please send your resume in confidence within ten days fo: 


Dr. B. К. Modi, Chairman, 


Modi Group of Industries, m 
13th Floor, Hemkunt Tower, 98 Nehru dod zl 


New Delhi - He 01 


ntelligent, 


adcitcle 
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бе 


nted two resourceful young men 


ho believe that this is the limit to 


the human potential. 


One of India's foremost ‘corpo- 
' houses, . LTC. Limited, has 
always believed in developing the 


: potential of its people to the full. In: 


businesses diverse as cigarettes and 


: ‘tional business and коше 


3 Mer ш; Jox deo bition dior E 
Че humani potentia is boundless and c 


c of marketing/manufacturing, this — 


sould be the opportunity you've 


DNE : 


"multi-functional, multi-locational 
learning environment. And to 
experience the entire gamut of HRM 


Human Resources 

you will act as а lead resource in 
functional areas such as Recruitment, 
Training and Development of HRD 


As our Assistant Manager, 
(Marketing) 


a -Systems for our Sales and Marketing 
‘team. 


Key areas for our Assistant 


Manager, Human. Resources 
(Manufacturing) will be Indus- 
trial Relations, Training, Team. 
Building and Recognition Systems - 
B Design for our factory personnel. ` i: 


Welook forward to heating from 


graduates i in Personnel Management 

from institutes like XLRI and TISS, 

Ог honours graduates/ postgraduates 

-...inSociology/Anthropology/Political 
2 Prospects for both professional 
. and personal growth in the organisa- 


tion are excellent. So send a detailed 
resume to reach the Staff, Training & 
Development Manager - ITD, LT.C. 
Limited, Virginia House, 37 Chowrin- 
ghee, Calcutta 700 071, by January 
25th, 1995. 


And watch your career grow to its 
true potential, 


LTC. Limited 
New horizons, new hopes. 


af Tobacco Development Division = We 
ing Division s Agri-businesses Division a international 
Ssues Division m Financial Services Division 
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PFC AS THE DEVELOPMENT FINANCIAL INSTITUTION FOR THE POWER SECTOR HAS 
GOT AIN IMPRESSIVE TRACK RECORD IN MOBILISING RESOURCES FROM DOMESTIC F 
AND INTERNATIONAL SOURCES FOR INITIATING AND INSTITUTIONALISING | 
IMPROVEMENTS IN OPERATIONAL AND FINANCIAL PERFORMANCE OF POW 
SECTOR. ENTITIES. WITH AN AUTHORISED SHARE CAPITAL BASE OF RS. 2,000 
CRORES, PFC HAS HITHERTO SANCTIONED LOANS OF ABOUT RS. 7,000 CRORES. 
THE ON GOING ORGANISATIONAL RESTRUCTURING PROCESS NECESSITATES THE. 
INDUCTION OF A TOP-NOTCH PROFESSIONAL, WELLVERSED IN DEVELOPMENT 
FINANCING AS GENERAL MANAGER (FINANCE) 


SCALE OF PAY 
Rs. 7250-200-8250 with Industrial DA of Rs. 13.57.75 [Pay structure due for retrospective 
revision w.e.f. 1.1.92} ~ { 


EDUCATIONAL QUALIFICATION 
Associate Membership of the Institute of Chartered Accountants of India or the 
Institute of Chartered Financial Analysts of india or the institute of Cost and Works 
Accountants of India. or MBA [full-time 2 years programme]. with specialisation 
in Finance preferably from premier business schools like the IIMs. 


EXPERIENCE 


Candidates well-versed in the entire gamut of financial operations particularly 
in organisations їп the financial services sector may respond. High calibre 
experience in mobilising resources {both debt and equity] through new issues 
of financial instruments, servicing of debt instruments like bonds, optimising returns 
from investments; arranging, implementing arid carrying out documentation of high 
value equipment leases will be essential. Experience in treasury functions and 
funds management in financial institutions or commercial/dévelopment banks with 
in-depth knowledge-of security analysis and portfolio management techniques and 
acquaintance with money market trends ond financial derivatives will be required. 
Familiarity with introduction of computer-based systems will be advantageous. 


LEVEL SPECIFICATION Р 

\ 20 years post qualification experience of which atleast 3 years in the scale of 
рау of Rs. 6250-175-7475/6500-175-77 25 (IDA) or Rs. 5100-150-6700(CDA) or 

.5.5950-150-6550 (Nationalised Commercial Banks] or Rs. 5675.175:6550 

{Development Financial Institutions} or equivalent level of responsibilities is 


required. 
AGE 


Not exceeding 50 Years 


GENERAL 
















































In respect of SC/ST candidates, total experience is relaxable by 2 years. 
Management reserves the right to restrict the number of candidates to be called 
for interview; mere fulfilment of eligibility norms will not suffice: Management 
also reserves the right to call candidates for posts lower than the post advertised/ 
“applied. for. 


Those serving in Government/PSUs/Nationalised Banks/Development Financial 
Institutions etc. should apply through proper channel or produce NOC at the 
time of interview. Outstation candidates will be reimbursed air fare. 

Сре Saher giving full particulars including age, qualifications, experience, details 
of present post indicating designation, pay scale, organisation, length of service 
in the present grade and nature of tasks and assignments, address for 
communication, contact phone number etc., should be sent in a sealed envelope. 
superscribed : GM {Fin} along with o recent passport size photograph and ] - 
crossed ІРО of Rs. 20 (SC/ST exempted) favouring "РЕС" payable at New Delhi F 
latest by 23.01.95 to: бр; 










Dy. General Manager (РАНКО) - 5/94 
Power Finance Corporation Ltd., 
Chandralok Building . . 

36, Jonpath New Delhi - 110001. 












Reservation of vacancies exists os per Government directives for. SC/ST/OBCs..]- 















APPOINTMENTS 





Join the dynamic 
INDIA FOILS team 


JIA FOILS LIMITED, part of the Williamson Magor Group is a leading Aluminium Foil and Flexible 
Packaging manufacturer with a turnover of Rs.250 crores. An expansion-cum-modernisation 
programme at a capital outlay of Rs.130 crores is under implementation. We require the following 
key management personnel to form part of the core team of the Company's senior Management. The ` 
“positions would be at either the Company's manufacturing. bases in and around Calcutta, or at the - 
opornie HQ at Calcutta. | | | 


GENERAL MANAGER (Н & D) 


sition involves application research, development of process technology and various other developmental 
related to foil and flexible packaging. 


The incumbent should preferably be an engineering graduate with specialisation in: Metallu v. Minimum pracucal 
experience of atleast 15 years in a similar capacity is essential. Persons with background and/or research to their 
credit in the areas of foils and flexible packaging would have an edge. 


GENERAL MANAGER (EXPORTS) 


The position calls for active involvement in the Company's ambitious programme of achieving an export target of — 
Rs.50 crores in the next two years from its present export turnover of Rs.20 crores. 


The candidate should have the requisite qualifications and experience , preferably in a similar | oduct or "industry. D. 
^oc Persons with high level contacts in the pharmaceutical, personal product, telecommunication industry etc. in 
: Europe, Middle Bast and Asia-Pacific regions , would be preferred. 


. GENERAL MANAGER ( 


‘The job primarily voles the purchase functions of materials worth Rs. 200 crores per annum like basic raw 
materials such as Aluminium, Paper, Plastics, Dyes, Solvents, and various other stores. Th Бет may also be. 
required to play an active role in the Rs. 150 crore expansion programme of the Co 


The candidate must. be of dynamic disposition with commercial acumen. An excellent tra record along with 
souhd credentials and references are. desirable. 


GENERAL MANAGER (HRD). 


v The: position. involves the responsibilities of building the human resources. of th 
-challenges of the next Е in view of the substantial expansion-cum- modernisation pro 
anvil, 


The candidate must possess the requisite’ qualifications in Personnel Management with suffi cient exposure. in 
matters relating to Industrial Relations, legislative requirements and Human Resource Development. 


All positions would offer job satisfaction of the highest order in an environment of total professional management, 
_ The compensation package is tailored to match the best in the industry. Remuneration will not be a constraint for 
the right candidate. 


- Candidates may apply within 10 days in strict confidence, providing complete residential address and stipulating 
the Code No. on the envelope to : 















MR. B. GUPTA 

: Wholetime Director 

A Member of the India Foils Limited 
Williamson Magor 27, Shakespeare Sarani 
Calcutta 700 017 





| PRESSMAN 
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IIT 


People Pus 


| ‘People Plus has been retained by a large multi-product Company with a turnover edi 


|| Rs.1000/- crores, to identify suitable candidates for senior management positions. . 


|) This isa professionally managed Company and a leader in its technological field. It isa. 


i top-ranking Company in India with a proven record of high exports to many developed 
| countries of the world. 


. General Manager Operations: This is for one of their joint venture Companies, located at. 
+ Baroda. The incumbent will be expected to take charge of the entire business and will report to 
| the Group President at Bombay. 


‘He should have a degree in Engineering or C. A. with an MBA from one of the premier Institutes. 


Кош India. Should be in the age group of 40-45 years. 





| Minimum 10 years experience in a senior management level is essential, 


The job will call for regular travel and the ability to manage both technology and apropie; meshing 
| the two with vision and competence. 


| The company is looking for an exceptional leader, competent, capable and visionary. Excellent. od c 
prospects for good performers. : 


` Deputy General Manager, Marketing : 1) The Candidate rm be an MBA; preferably. with 
à degree in Engineering or Chartered Accountancy. He will report to the General Manager, 
Marketing. 2) Minimum 10 years experience essential. Age group 35-40 years. e The job will 
be based at Bombay / Baroda. 


Executive Assistant: 1) He should be an MBA selcrábly with an Engineering background. 





8-10 years experience is essential. Preferred age will be 35-38 years. ey 


2) The candidate will report to the President of the Strategic Business Unit (SBU). 
.3) The job is based at Bombay and involves extensive travelling. 


| .. Excellent prospects for the right candidate. 


For all the above positions, remuneration will not be a constraint, for outstanding candidates. 
Applications complete in all respects should be sent within 10 days, in the strictest 
| confidence to : | 
| doen у, PEOPLE PLUS 
mu КО ; 4, Mohan House, 
— . Warden Road, 
.—. Bombay - 400 026. : 
“Please superscribe envelope with "О.М.О", "D.G:M" or "E.A" accordingly = 











APPOINTMENTS 


NFORMATION “SYSTEM 
PROFESSIONALS 


FOR A LARGE AND REPUTED MULTINATIONAL. 


ттт 


| Location : Delhi 
| About 35 years of age, with a Masters in 
Computer Application or Business Administration 


er B.E./B.Tech. With 12+ years of experience | 


“(5 years as a Manager) in computer industry. 

Should have handled ^ multilocation 
mputerisation. In-depth experience in any 

RDBMS. Exposure to structured systems analysis 

and design ап advantage. 

Will. be “responsible for information systems, 

design, development, implementation, training 


and upkeep M different locations i in the country. 


5 ЕМ ` ANALYST/PROGRAMMER _ 


Location : Delhi VE | 
About 25 yeas of age with Masters in Computer 


| Application or, B.E./B.Tech. or equivalent. 
Minimum 3 years experience in C++ 


_ Programming with command on object oriented ` 


analysis and designs. Exposure to one of the 
| methodologies i.e. Booch, Coad-Yourdon or 


Д Rumbaugh, а must. 


These are extremely challenging positions with 


Compensation will not be a constraining factor. 


| | Apply in. strict confidence’ within 7 days to : 


| Sushil Khurana 
Director 
LEAD CONSULTANTS 
-271, Greater Kailash-l, New Delhi-110 048 
е: 6426178, 6216871, Fax : 6216871. 


Art Hill /LC/12 


HORIZON AGROCHEM 


LIMITED 


(Company promoted by Yamuna Gases & Chemicals 


Weare setting up a most modern Sugar Cor 

prising 2500 TCD Sugar Mill and Co-generatio 
Yamunanagar, District (Haryana). The services 
self-motivated and result-oriented professionals аге 
immediately required for following positions: | 
1. Сошрапу Secretary-cum-Financial Controller 
(Code CSFC-1) Qualified Company Secretary with 8-10 


years experience, must have successfully handled the | 


public issuesand related work in organisations ofrepute. 

2. Manager Accounts (Code MA-2) Charfered 
Accountant, having 6-8years of experience in 5 
Factory Accounts, Budgeting, Taxation, Excise, Sales 
Tax etc. preferably in Sugar Industry. | 
3. Cost Accountant (Code CA-3) Must be {CWA with 

5-8 years of experience in related industry, having || 
ability to develop and implement costing systems. to. |) 
ensure cost control. : | 
4. Project Manager (Code PM-4) Preferably a Sugar | 
Technologist or holding degree іп Electrical/ 


Mechanical Engineering. Should have 10-12 years 
| working experience in establishing feasibility, plane 
|. ning & execution of new projects. 


5.Project Engineer (Code PES) Should be a || 
graduate in Electrical/Mecharical Engineering with 


- minimum-5 years site experience in planning & 


execution of new projects. 


- €. EDP Manager (Code EDP-6) B.E/MCA preferably. || 


with Diploma in Business Management with 67 years | 
experience in designing, developing and installing i 
need based computerised system in any organisation | 
of repute. 


7. Chief Security Officer (CSO-7) Retired upto Major ^ 1 
rank preferably with 35 years experience in industrial |j 


security related aspects. : 
For positions 1 to4, exposure to computerised working |) 
will be an advantage. 


Salary and perks will not be a constraint and will be ; E 


matching best in industry. Apply in confidence giving’ |l 
complete bio-data superscribing Codeonthe envelope ` 
against the position applied for within 10-Чауз to: 
The Director, 
Horizon Agrochem Limited, 
C/o Yamuna Gases & Chemicals Ltd... 
Sardana Nagar, Ambala Road, 
Jagadhri - 135 003 (Haryar 
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YOUR FUTURE IN A SUPER STAR 


ADANI EXPORTS LIMITED 


Rs. 800 CRORE 
SUPER STAR TRADING HOUSE 


has retained us to select 


| SENIOR PROFESSIONALS IN INTERNATIONAL TRADING 


eon SPECIALISTS 


EXPORT SPECIALISTS 


& “Respons ible For 


Dyes & Dye Intermediates 


[e Pigion- Bulk drugs & Pharma 


« Steel / Steel Products | 
Steel Scrap 
æ Coal- Coke | 


MANAGER 
"(Coal - Coke) 


MANAGER 
(Steel) 


ж Steel I Steel Products 


«Steel Scrap 
* Pig гоп 


Textiles am- Fabric) 


“Garments i 
-Leather a and Leather Wear 


„Textiles (Yarn - Fabric). 
» Garments : 


: * "Tea 1 Gale Spies. wd | 
EGM GENERAL MANAGER |e Rice/Pulses ^. | 
6 . Processed Fo ds 
e De-oiled Cake - 


zu MANAGER » Coffee / Tea 
(Tea) a Spices 
GENERAL MANAGER Old Ships (for breaking) 


SHIPPING. Chartering MANAGER 
(Purchase / Charter) Multi-Modal Transport (Rice) 


i 6 MANAGER 
PE PES ETI inspect old ships 
3| MANAGER - SALES н p (Cake) 


AGER? Negotiate wiih MANAGER |. 
(Ship + Scrap). fo od) * расей Foods 


GROUP 2 


joa. Fertilizers 
e Fertilizer Raw Materials 
« Chemicals 
= Petroleum Products 
(LPG - NPG - Kerosene) 


MANAGER. 
(Textiles) 


e Fertilizers 
Le Fertilizer Raw Materials 
+ Chemicals 


MANAGER 
(Fertilizers) 


e Rice Pulses 


e De-ciled Cake 


sos Ship-breaking yards 
Sale of Steel Scrap 











BUSINESS TODAY m JANUARY 7 





APPOINTMENTS 





ж A SUPER STAR IN YOUR FUTURE 


Edu Qualifications (for all posts) _ 
Graduate or a Degree in appropriate 
branch of Engineering / Technology. 

.Post Graduate Diploma from HFT an 
advantage. . 


ч : : For General Managers 
Fpirienos desired (15-20 yrs.) 


What we will look forward to, in your profile. 


Personal Data / Salary details / Employment History (Chronological) - 
Countries & Clients exported to or imported from 
Volumes and values of each product exported / imported 
Countries visited / stayed in (with duration) 


(Tabulation preferred} 


Superscribe envelope 1 application with position code 
and send thru courier within 10 days : 


ЗР CONSULTANTS ( 


Nirmit Parekh 
:ЗР CONS LTANTS. 
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_ TRIVENI SHEET GLASS WORKS LIMITED 





To assist in the setting up of projects at various locations, 





/ OQ Я " 
«АЭЭ Triveni requires people who are dynamic, result-oriented 







and can achieve set goals. 


Project Manager · 
Qualification : B.E. from a recognised institution. 
Experience : 15 - 20 years in projects. Experience in setting up projects for continuous process 
industries will be an added advantage. — 

Job responsibilities : To supervise the various projects which are set up from time to time. To lead 
` a team of professionals who form the core project team, so that the projects are set up in time and 

as Per plan. Shall report directly to the General Manager (Technical). 


Senior Engineer/Engineer (Electrical) 
Qualification : B.E. (Electrical) from a recognised institution. j 
Experience : 10 - 15 years specially in setting up of LT/HT power distribution upto 132 KV EN 
AC/DC drives, PLC/DIDC, system network including automation through instrument control. Expe- 
rience in continuous process plant will be preferred. 

Job responsibilities : To supervise implementation of electrical distribuitan system and setting up 
of instrument controls for on-going projects. Shall report to Manager-Electrical, m 


Engineer (Mechanical) 


Qualification : B.E. (Mechanical) from a recognised institution. 
Experience : 10 - 15 years in maintenance of compressors and D.G. Sets in a continuous process 
industry. : | is 
Job responsibilities : To conduct preventive maintenance and reduce breakdown time ope | 
Sets (from 600 KVA to 2500 КУА) and O.T. Cranes. Since this is a continuous process industry, these 
are critical areas. Shall report to Manager - Maintenance (Mechanical). | 


+ 



















We are looking for ће best candidates in each field. We offer them the most challenging jobs in a 
company which is fast-growing and нез into new areas. The jobs also require extensive 
travel overseas for training. 








Please send your detailed C.V. within 10 days &ibeisiribing the envelope with the post Y applied for to: 
General Manager (Technical) i | 
TRIVENI.SHEET GLASS WORKS LIMITED NI 
1, Kanpur Road, Allahabad 211.001 


_ Fax : (0532) 697562 , 600450 






IF IT’S GLASS IT’S US | 
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LLOYDS STEEL INDUSTRIES LIMITED 


Lloyds Group is a tapidly expanding Business House with interests in Steel, Global Trad 
Financial Services, Turnkey Projects, and Realty. All the Group Companies are profession 
` managed. and have turned out excellent results in a short span. 


become. a major plajerin in the: Haê sector steel ай. After completi e ofi its Cold Rolling 
and Galvanizing plant, the total employee complement will cross 1200, and turnover at full 
capacity utilization will be in excess of Rs. 1000 crores. To oversee this project, we require : 


GENERAL MANAGER 
PERSONNEL & ADMINISTRATION 


The position reports to the Chief Executive and entails overall responsibility for the entire 
Personnel and Administration functions of the Company. Besides managing the routine P&A 
functions, the incumbent will be a key player in the c NC exer reise, 


Weare seeking a Scascned professional with Plant Personnel and HRD experience in large с 
7 manufacturing companies. Post-graduate qualifications in Personnel Management/Soc ial 
Sciences and a good IR track record are necessary. Age should be around 45. years. 


The position is based at Wardha and carries an excellent remuneration package. Wardha is a: 
` district headquarter town located in the centre of the country and very well-connected to all 
. Major cities/metros. The Company's township and Wardha have good recreational, medical and 

г educational facilities/amenities. у . 


Please apply with a structured bio-data enclosing a photograph within 10 days to : 


The Chief Executive, 
Lloyds Steel Industries Limited, 
Post Box Мо. 25, 
Wardha - 442 001, 
Maharashtra. 


EE поүр$ Group 





MARKETING® 
& 


COMMUNICATIO NS. 


ted. to. social development, health/farnily plaaning, 
government liaison are added advantages. 


Women are encouraged to apply. ~ 


If you are interested, send your résume witb a covering letter, 
: end salary ренин tisse 


ulation Services e = . India 











Yes, NEWSTRACK, India's foremost video news- 
magazine, is now telecast every week on DD Metro 
Newstrack's formidable reputation built over the years 
from Mandal to Meham, and from Kashmir to Ayodhya 
adds a new dimension to Indian TV. Every Tuesday at 
9 pm, Newstrack provides an action-packed, exciting 
investigative half-hour on DD Metro 


Miss NEWSTRACK and you miss the action 


Watch Newstrack. Every Tuesday 9.00 pm. 





Don’t miss the action 


Е, /2, 524/5, й 


XT 00 PM EVERY TUESDAY <q 





























AMBUJA-1 





GUJARAT AMBUJA 
RAJITA BANSAL 





Js by a violent demonstration by villagers 
against Gujarat Ambuja Cement's first cement unit, 
CEO Narottam Sekhsaria pledged not to disturb the 
ecology ofthe areas where his firm set up plants. For 
this, he has built quality practices into the process 
of environment management. Realising the pay-offs 
from better environment management—lower 
energy bills and reduced wear-and-tear of machi- 
nery—Sekhsaria is using this ecological commit- 
ment to secure a competitive edge too. Gujarat 
Ambuja now uses a system of targets, achieve- - 
ments, appraisal, and fresh targets to maintain and 
improve its environmental quality practices. 














OR a red-hot competitive edge, 

be green. Using this principle, 

the Rs 250- crore cement-maker 
Gujarat Ambuja Cement (Gujarat 
Ambuja) is using a top-class environ 
ment management programme not 
only to project an ethical corporate 
image, but also to build product 
quality and cut costs 
VISION: Like all quality 
Gujarat Ambuja managing director 
Narottam Sekhsaria’s vision too lays 


visions, 


down a clear quality policy for envi 
ronment management: a corporate 
commitment to “maintain the eco- 
logy of the environment in which 
Gujarat Ambuja operates," making it 
an ongoing obsession until the plant 
achieves zero pollution 

The 44-year-old Sekhsaria was 
jolted into protecting the environ 
back in 1986, 


ment when his 














companys ейойѕ to put up a 
cement plant at Mahua (Gujarat) 
were thwarted by irate protests 
from villagers, which culminated in 
the police firing on them. By the 
time the site was shifted to Kodinar 
80 km away, Sekhsaria was commit 
Which, in 


translated into a pledge 


ted to the green cause 
this case, 
not to let agriculture suffer because 
of the factory 

So, quality practices in environ 
ment management have been 
embedded into the manufacturing 
process at Gujarat Ambuja, with a 
clear roadmap guiding the process 
set targets, achieve goals, monitor 
effectiveness, deploy manpower to 
institutionalise the process, and 
set targets all over again. Says 
Sekhsaria: "At the end of the day, it is 
not just the money, but also the 





To compensate for 
its mining, Gujarat 
Ambuja's 
environmental 
quality team— 
(clockwise from 
left) T.B. Jaya- 
raman, Y.Z. Pathak, 
P.V. Shah, B.S. 
Dulani, and Leela 
Bhatt—evolved a 
strategyof planting 
trees as pockets of 
limestone-free 
land develop 





т-угпаму 
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“M odern 


cement plants 
are vying with 
each other to 
become 
showpieces of 
environmental 
consciousness” 


A.S. MINOCHA 


CEO 
DLF CEMENT 


A wareness of 
waste 
minimisation is 
developing in 
Gujarat Ambuja. 
There are no 
attitudinal 
glitches” 


SOLI J. ARCIEVALA 


CHARMAN 
AIC WATSON 





attitude which gets a good, clean 
environment." 

PILOT PROJECT: To demonstrate its 
commitment to the environment, 
Gujarat Ambuja chose, as its firststep, 
a programme to cut emission levels. 
Although Indian standards of pol- 
lutant emissions are between 150 and 
230 mg per cubic metre, Gujarat 
Ambuja decided to benchmark 
against international standards. 
Scouting the globe, the company’s 
engineers reported that a level of 
between 50 and 100 mg per cubic 
metre had been achieved in a plant 
operating near the Swiss Alps. 

Targeting those levels, the com- 
pany started out by installing pollu- 
tion contro] equipment and assign- 
ing engineers the task of ensuring that 
it operated at maximum efficiency. 
In the first year, emission levels 
dropped to 120 mg per cubic metre. 
But since this was still way above 
acceptable levels, the company's 
engineers went back to their manuals 
to hunt for other methods to cut 
pollutants. 

The outcome of the search: an 
electrostatic precipitator, installed in 
1990 at a cost of Rs 1.6 crore, which 
would de-dust the cooler exhaust 
gases discharged while the heated 
raw mixture of limestone and marl 
was cooled. Constant improvement 
of the process led to reductions in 
emission levels, bringing them down 
to 96 mg per cubic metre. 

At this point, the company dec- 
ided that further improvements 
would have to be achieved through 
individualeffort and built in emission 
reduction into the corporate goals of 
every engineer. Asa result, they came 
up with improvisations: hoods over 
conveyors and transfer points of raw 
material indigenously-developed 
dust suppression and extraction sys- 
tems, et al. Working with incremental 
goals, these engineers have brought 
down emission levels to between 70 
and 80 mg per cubic metre. 

TARGETS: The motivation to use 
environment management as a com- 


petitive tool was established when 
the installation of filter-bag pollution 
control machines—which absorb 
the noxious elements of emissions 
and allow only clean air to be dis- 
charged led to a sudden decline in 
repair bills. The conclusion: less dust 
meant reduced wear-and-tear for the 
machinery, increasing uptime. 

As a result, total working hours 

at Gujarat Ambuja increased from 
the 8,041 logged in 1990 to 8,211 in 
1991, with capacity utilisation rising 
to a spectacular 144 per cent in 
1991 versus the industry average of 
81 per cent. Realising that effective 
green management meant reduced 
costs, Sekhsaria promptly added 
efficient energy management—35 
per cent of the costs of manufacturing 
cement are contributed by energy— 
to the objective of environment 
protection. 
ACHIEVEMENTS: With energy usage 
standing at 95 units per tonne in 1991- 
92—lower than the industry average 
of 110 units—Gujarat Ambuja deci- 
ded to benchmark against Japanese 
levels. The resultant goal: 90 units per 
tonne. To achieve this, the com- 
рапу'ѕ engineers analysed the energy 
used by every component of the man- 
ufacturing cycle, and worked out the 
effectiveness of executing energy- 
reduction processes in each. 

This problem-solving effort pin- 
pointed the kiln where the clinker— 
a limestone and coal mixture—is 
heated to 14,000 degrees Celsius as 
the area where the attempts to cut 
energy usage would have the greatest 
pay-off. This, in turn, led to a re-exam- 
ination of the operations in the kiln. 
Normally, most cement plants prefer 
to overcook the clinker, which dis- 
plays no visible signs of having 
reached the right temperature, using 
up unnecessary amounts of energy. 

So, Gujarat Ambuja searched for 
machinery to monitor clinker tem- 
peratures—a quest that ended in 
Japan, where its engineers discov- 
ered a method that needed both 
machine measurements and human 


Rhythm of the body, 
melody of the mind, 
and harmony of the soul, 
creates the symphony of life. 





Ww E 
RISHIKESH, UTTAR PRADESH, 2 - 7 FEBRUARY, 1995 


Enrol yourself at the International Yoga Week and discover the joys of a happy mind and a healthy 
body. Held amidst the calm, serene surroundings of Rishikesh on the banks of the Holy Ganga, the Yoga 
Week will be conducted by the world acclaimed Yoga 








exponent Yogacharya B.K.S. Iyengar. oon Person) be Ше: нш 
Single Occupancy US $ SOO/IRS 16000 — LIS$64/IRS2,050 
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And while you are practicing and absorbing the subtle 
nuances of the art that Yoga is; you can even set off on a 
trail of fascinating discoveries. 

Haridwar (24 kms.): Gateway to the Gods, with the gently 


This includes accommodation, vegetarian yogic diet, 


transportation from Delhi to Rishikesh and back by surface, | 


asana teaching under expert teacher, consultation, 
instruction, demonstration and all the accessories 


required for Yoga performance. * Special tariff for groups 








flowing Ganga ideal for a holy dip. Innumerable temples with fascinating legends of Gods and Goddesses 
Dehradun (43 kms.): A tranquil town resort in the thickly woaded valley of the 
Shivalik ranges. Mussoorie (78 kms.): The queen 

of hills, Mussoorie with its salubrious climate and 
deep woods is an idyllic hillstation. 

Dhanolti (102 kms.): Surrounded by dense Deodar 
forests, this tranquil resort is perfect for a relaxed 
holiday. Deoprayag (70 kms.): An important centre 
of pilgrimage for devout Hindus, it is here that the aggressive 
Alaknanda river merges with the gently flowing Bhagirathi. 
Rajaji National Park (33 Kms.): Thickly wooded with stately ‘Sal’ forests and golden 
grasslands, it is an ideal place to view India's varied wildlife. 
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The quality 


NAROTTAM SEKHSARIA 





The CEO Interview 


follow a very simple policy: a 

belief in corporate responsibil- 

ity to the environment and the soci- 

ety in which our company operates. 

We try to let our people set their own 

targets and give them the freedom 
and the authority to achieve them. 


I made sure never to question invest- 
ments in quality. This helped create a 
positive environment attitude. The 
quality and the environment cell 
gave the plant targets and solutions, 
and also educated the plant on the 
pluses of environment management. 


Incentives like awards from the gov- 
emment and reputed bodies help us 
tremendously to bring quality con- 
sciousness to doorsteps. We have 
even started a campaign to control 


judgement. The technique: extract 
small pieces of the clinker from the 
kiln and scan them under a micro- 
scope to monitor subtle changes in 
crystal formation. Using a process of 
trial and error, engineers can isolate 
the shapes associated with the right 
temperature. 

And this system was installed at 
Gujarat Ambuja's Kodinar plant, with 
two engineers deployed to scan the 
clinker and give the signal to stop the 
cooking at the right time. Using the 
same quality approach of analyse- 
identify-attack, it identified 
burning in the kiln as asecond energy- 


coal- 


saving target area. It then combined 








pollution of the trucks used by our 
contractors. Unfortunately, there is 
very little incentive from customers 
asconsumer maturity is not yet preva- 
lent in the country. 


Surprisingly, we never had a problem 
in terms of worker attitudes. The 
main problem was the doubt among 
farmers, who viewed the company as 
a monster which would eat up their 
land. This too has been overcome by 
the commitment of the rural devel- 
opment team. 


Benefits from environment manage- 
ment in the form of a better bottom- 
line are obvious. But what is more 
crucial is the confidence and trust 
which a villager places in your com- 
pany for his survival. 


waste recycling with energy savings 
to replace the coal used to fire th« 
kiln with 
grown extensively in Gujarat 


groundnut—which is 
husk 
However, the problem was that 
groundnut shells were too light to be 


transported on the same convevor 


belt as coal. Also, they « ould chok« 
the kiln's feeder system. Determined 
to push through, the firm's engineers 


went back to the drawing board and 
modified the feeder system to use air 


pressure to blow the shells into the 





furnace; they also changed the shape 
of the pipe to prevent choking 
The outcome: an effective energy 


cost of Rs 714 per tonne versus 
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REVIEWS 


` AUDITS 


Vice-president (operations) 
stationed at the plant 


Top management 
involvement 


Part of corporate 
philosophy 


ORGANISATION 
AND PERSONNEL 


OBJECTIVES 
AND TARGETS 


Conduct ; 
EIA studies 


Environment 
cell headed by 
senior manager 


Zero-level . 
pollution 


Lower energy 
consumption 





Regional training centre 


Skill upgradation 














Gujarat Ambuja's 
engineers have 
planted roses in 
front of the plant. 
Normally, dust 
levels at a cement 
plant do not allow 
roses to survive. By 
measuring the 
progress of the 
rose garden, the 
company tracks 
emission levels and 
sets targets to 
reduce them 


Rs 1,500 per tonne in the case of coal. 
Says Soli J. Arcievala, 65, chairman, 
AIC Watson, which Gujarat Ambuja 
consults for pollution control: 
“Awareness of waste minimisation 
and recycling for profits is develop- 
ing rapidly in companies like Gujarat 
Ambuja. And there are no attitudinal 
glitches in the company.” 

MEASUREMENT: All quality improve- 
ment steps—for environmental pro- 
tection as well as energy optimisa- 
tion—are validated through both 
intensive and extensive measure- 
ments. At the first level, quality and 
environment personnel from the cen- 
tral control room monitor emission 
levels on visual display screens, using 
computeroperated checking sys- 
tems. An interlocking system con- 
necting crucial stacks through the 
computerised system ensures that 





these can be switched off if emission 
levels cross pre-set standards. 

At a more extensive level, the 
quality control and the environment 
management teams visit each sec- 
tion of the plant once a quarter, issu- 
ing formal environment impact ass- 
essment reports. Its mandate is pre- 
defined: appraise steps taken to 
improve the process of environ- 
mental protection. Identify areas 
where further energy minimisation 
can be effected. And analyse ways to 
dispose of waste in the most cost- 
efficient manner for recycling. 

This evaluation is then used as the 
starting point for the improvements 
to be effected in the next quarterly 
cycle. Says Sekhsaria: “There. is a 
need for continuous appraisal. What- 
ever the input, the process is crucial 
for its success." Among the steps that 
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To communicate its 
commitment to the 
environment, 
Gujarat Ambuja has 
adopted 68 villages 
around its Kodinar 
plant. Using 
research to identify 
local priorities, it 
homed in on water- 

P shortage and 
` repaired six check 
dams—which store 
rainwater—in 1992 


have originated from this process: 

@ Using kitchen waste as fertiliser. 

Ш Covering up the clinker storage 
area to prevent fugitive emissions. 

W Reducing the stack height to 
below that of the surrounding wall to 
prevent overflow. 

In fact, to institutionalise quality 
practices—transferring it from indi- 
vidual initiative to systems—as the 
scale of operations rose and fresh 
recruits were inducted, Gujarat 
Ambuja started preparing manuals 
for laying out the procedures. And to 
ensure that this was being done cor- 
rectly, the company commissioned 
the Bureau of Indian Standards to 
audit its operations using 150-9002 
norms. The outcome: the company 
discovered 42 areas where the 
process was not being carried out 
Systematically. 





TRAINING: Controlled by an environ- 
mental cell, the process is directly 
accountable to top management. 
Headed by a senior manager, it 
includes environment engineers, 
horticulturists, and biochemists, who 
monitor and maintain the pollution- 
control equipment. Their one-line 
brief: protect the environment. Says 
B.S. Dulani, 54, assistant vice-presi- 
dent (operations): "The idea is to 
make environment management a 
part of everyone's attitude." 

To reinforce the importance of 
the cell's functioning, Sekhsaria has 
ruled that it should work in coordi- 
nation with the total quality control 
cell. Its mission: prevent rather than 
control. To ensure this, all objectives 
are broken down into individual 
targets—and — responsibilities—for 
each engineer in the cell. 

Motivation, not money, is used to 
involve the workforce in environ- 
ment management. Says T.B. Jaya- 
raman, 59, vice-president (HRD): “We 
endeavour to make quality a fact of 
life at Gujarat Ambuja.” And appro- 
priate training comes in the form of 
regular courses and seminars, which 
each of the company’s 720 emp- 
loyees must undergo. 

Despite achieving its initial goals, 
Gujarat Ambuja is about to face 
competitive standards: the 1.40-mil- 
liontonne cement plant being 
erected by DLF Cement plans to 
restrict its emissions to just 50 mg 
per cubic metre. Says А.5. Minocha, 
52, CEO, DLF Cement "In today's 
competitive environment, modem 
cement plants are vying with one 
another to become showpieces of 
environmental consciousness.” 

Only too aware of that is Sekh- 
saria. “This is just the beginning of the 
challenge before us,” he says. “As we 
expand our business, maintaining 
and improving the quality of the envi- 
ronment will be our most crucial 
imperative." That's why managing in 
the competitive environment is all 
about quality іп managing the 
environment at Gujarat Ambuja. e 





Despite its illustrious heritage, not many have heard of Spey Royal}, And quite frankly, that doesn't dismay us. 
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Quality 





S 
Culture 


Buon Nag, managing director, IFB Industries, 
admits to being unfamiliar with formal theories of 
quality. Rather, his quality philosophy is derived 
from a simple conviction that product quality can 
come only from personal quality. This has led IFB to 
intertwine product, process, and people seamlessly 
to produce a homegrown quality management 
strategy. Which works by tearing down communi- 
cation barriers between managers and workers and 
linking quality control to customer satisfaction. 
Constant reviewing of processes, coupled with 
teamwork and training, have led to IFB managing 
global quality. 








DILEEP PRAKASH 


HEN Bijon Nag left his job 

with the $40-million fine- 

blanking firm of Heinrich 
Schmid in Switzerland in 1977 and 
returned to India to set up Asia's first 
fine-blanking project, Indian Fine 
Blank, now IFB Industries (IFB)J—he 
also committed himself—know- 
ingly—to the highest global standards 
of engineering quality. 

Fine blanking—a  closely-held 
technology used to make metal parts 
and components with micron-range 
accuracy—is, arguably, the pinnacle 
of the traditional Swiss mastery of 
delicate. machine tooling. Fine 
blanks are used in applications 
where the slightest dimensional 
inaccuracy will lead to disaster as in, 
say, the automobile and defence 
industries. 

So, the fine blanker, be he in 
Geneva or at 14, Taratolla Road in 
Calcutta—IFB's corporate office— 
must, by definition, ensure the best 
possible quality consistently. Today, 
IFB, Asia's largest fine-blanker, 
exports 26 per cent of its production 
in addition to enjoying a virtual 
monopoly over the domestic market, 








supplying fine blanks to nearly all the 
automotive manufacturers in th: 
country. And many of the world's 
leading brands like BMW, Aud 
Volkswagen, Volvo, and Suzuki us 
fine blanks from ІЕВ in critical areas 
like transmission, steering and 
air-conditioning systems, and brakes 

Yet, the 52-year-old Nag, who 
the managing director of th 
Rs 101.70-crore company, admits that 
he is unfamiliar with formal theories 
of quality. Nor did he know how busi 
ness worked in this country when h« 
set up shop in 1977 since Nag had 
spent only three years of his working 
life in India until then 

Soon, he realised that there were 
two levels of quality that prevailed 
There was export—read: superior- 
quality, and domestic—read: infe 
rior—quality. But Nag decided that 
would have a single quality standard 
Years before Japanese management 
styles became all the rage, every 
employee—including Nag—start 
wearing orange work-jackets with 
Quality emblazoned on his back 

What Nag was demanding fron 


his employees was, obviously, 


IFB’s vice- M 
president (fine- о 
blanking) Dipankar 

Roy (second row 

third from left) is 

trying to build 

quality into the 

personal lives of 

his team because 

he believes that 
personal quality 

will lead to 

product quality 











Quality must 


begin from 


personal 


quality. This 
is what is 
called starting 
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from the 
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culture shift. A task complicated by 
the firm's first manufacturing 
site, Calcutta, with its tradition of 
militant labour. Of course, IFB held 
extensive training sessions and put 
up quality-inspiring messages on 
every square inch of space available 
on the factory walls. 

But IFB'S success in creating a 
labour force that would match the 
Swiss in precision engineering stems 
more than anything else from a 
homespun philosophy: look at qua- 
lity not as a mask you put on when 
you step on to the shopfloor, but as 
something that is all-pervasive. 

Quite simply, Nag's tenet is that 
product quality and personal quality 
are inextricably interlinked and that 
the latter leads to the former auto- 
matically. "It was our desire for excel- 
lence that motivated us to come up 
with our quality philosophy, which 
believes that personal quality is the 
key to product quality. We advocate 
quality as a way of life," says Nag. 

“Quality must begin from perso- 
nal quality," adds Madhav Mehra, 55, 
a quality consultant. “This is what is 
called starting from the nursery.” 
And the moment IFB's managers lin- 


ked the home and the workplace, 
they had a powerful communication 
tool: every worker began to under- 
stand what personal quality meant 
and could relate to what product 
quality entailed. 

Says Dipankar Roy, 44, vice-presi- 
dent (fine-blanking), IFB: “Workers 
spend around eight hours in office, 
and the rest of the day at home. So, 
their home environment has a direct 
bearing on the work they do. When a 
worker brushes his teeth in the morn- 
ing, if he is interested in personal 
quality, he will ask himself the fol- 
lowing questions: am | brushing my 
teeth in the best possible way? Am I 
using the right amount of toothpaste? 
Once these things fall into place, the 
worker is geared to deliver quality in 
the workplace." 

While iFB does not have a 
workers' union, there are no incen- 
tive schemes either since the firm 
sees no reason why only staff from 
one department should be eligible 
for incentives. After all, everyone— 
from accounts to production— 
contributes to the quality process. So, 
IFB simply believes in paying every- 
one well; not fair deals, as a senior 
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manager puts it, but good deals. 

And there are no communication 
barriers between managers and 
workers. "We were aware that as the 
firm grew, we may become systems- 
oriented and lose the personal 
touch,” says Roy. “We were cons- 
cious not to make these mistakes.” 
Confirms Gunnar Bark, 54, president 
of Sweden's Autoliv, which has a tie- 
up with IFB for making seat-belts: 
“IFB’s strength lies in its strong entre- 
preneurial spirit and the excellent 
management-employee relations." 

In the initial years, there was no 
formal quality council at IFB. Senior 
managers were responsible for train- 
ing people and embedding iFB's 
quality philosophy into the staff. "We 
had virtually no problem with the 
workers," recalls Roy. "They came 
forward to learn." 

Periodic works committee meet- 
ings of staff from all departments pro- 
vided managers with feedback on 
the effectiveness of the quality 
systems they were introducing and 
cleared the workers’ doubts. By the 
early 1980s, with IFB growing beyond 
being a family of pioneers, it began 
setting up systems. And the organisa- 
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tional chart that has since evolved 
reveals iFB's quality philosophy. 

As documented in iFB's quality 
manual, the managing director holds 
"ultimate responsibility for product 
quality." Three senior managers— 
representing product, people, and 
process—report directly to him: the 
vice-president (engineering), who 
has ultimate responsibility for 
product; the vice-president (human 
resources); and the head of quality 
control. 

While the technical head and the 
sales head—the two aspects of pro- 
duct—report to the vice-president 
(engineering), so does the manage- 
ment representative who is responsi- 
ble for the maintenance, implemen- 
tation, and documentation of IFB's 
quality assurance systems and inter- 
nal quality audits. But the manage- 
ment representative—to whom the 
quality systems chief reports—is also 
the head of human resources devel- 
opment (training). 

And it is here that the pieces of 
IFB'S quality doctrine come together 
seamlessly. People and process fuse 
into a double helix. Quite simply, 
since it supplies critical components 








Сео Nag makes 
sudden visits to 
the homes of 

his workers to 
check if they 

are practising 
personal hygiene. 
During the 
Ayodhya riots, in 
December 1992, 
Nag and his 
managers 
personally drove 
their workers 
home 
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The CEO interview 


T was our desire for excellence that 

motivated us to come up with our 
quality philosophy, which believes 
that personal quality is the key to pro- 
duct quality. We advocate quality as 
a way of life. 


No, I was not influenced by any 
guru. | have a lot of respect for these 
men, but frankly, lam not acquainted 
with their methodologies because 
I have not read their books. Books 
on business strategies are what 
interest me. 


Very simple. If people learn to live 
well and cleanly, if they are sticklers 


to automobile-makers who operate 
in markets with the toughest product 
liability laws, IFB simply cannot afford 
to take its eyes off the process. And 
the quality of its process can come 
only from the quality of its people. 
For example, IFB's Calcutta factory 
received its 150-9002 certification in 
May last year. But senior managers 
say that the certificate was merely a 
means to formalise quality manage- 
ment systems that the company has 
been following for years. 

For eight months now, IFB's quali- 
ty systems department has been con- 
ducting internal audits every month, 
with the department that shows the 
largest number of non-conformities 
being the first to be taken up for the 
audit next month. Says G.P. Chawla, 
32, manager (quality systems): "We 
will now be conducting internal audits 





for perfection and do not rest until 
they have got it, that is quality. By 
teaching workers to live well, one 
can teach them quality. 


As the economy improves, buying 


power improves, the quality of life 
will improve. And, in turn, quality in 
Indian industry will match global 
standards. This will probably happen 
within the next five to 10 years. 


Ido not agree with the viewpoint that 
Indian attitudes are a hindrance to 
quality. Indians are adaptable to new 
ideasif they are given the properlead 
by an enterprising management. 


every three monthssince the number 
of non-conformities has fallen." 

In addition to this is the monthly 
quality review meeting, which goes 
through processes as a matter of 
routine апа targets, 
improvements, customer Com- 
plaints, and possible remedies. And if 
the management representative's 
dual responsibilities highlight the 
internal focus of iFB's quality, the 
head of quality control's two hats 
create the external focus: the head of 
quality control is also the head of 
customer services to whom all 
customer complaints are passed on. 

When an order comes in, the 
heads of various departments get 
together to discuss it. The issues 
range from machine capability—the 
right tool has to be designed and 
made to produce the fine blanks—to 


discusses 


On catching up 
with the world 


On Indian 


Any worker can 
walk into any 
senior manager's 
room at any time. 
If the manager is in 
a meeting, he must 
ensure that some 
other manager 
listens to the 
worker. And CEO 
Nag keeps his 
office-door open 
even while 
negotiating with 
outsiders 
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the financial feasibility of the order. 
Once it is accepted, the company 
breaks the responsibility for execut- 
ing it into teams. 

While the purchase team scouts 
for the right tool steel, the technical 
team works on the tool design, the 
maintenance team checks the 
machines, and the quality systems 
team scrutinises the processes. These 
inputs culminate in a quality plan: a 
production roadmap that docu- 
ments the operations to be 
performed, the parameters to moni- 
tor, the frequency with which they 
should be monitored, and the 
instruments that should be used to 
test the output. 

Process audit is continuous dur- 
ing production, with process data 
being recorded by the quality control 
department's computer system. The 
moment a worker notices a non- 
conformance, he stops the machine 
and alerts quality control. And the 
maintenance team moves in. If that 
doesn't solve the problem, the 


quality systems chief analyses the 
data with the people involved and 

b has to suggest not a short-term 
remedy, but a longterm one to 
ensure that the same problem does 
not crop up again—ever. 

















Until the team comes up with 
an answer, that particular machine 
or process is shut down. IFB's current 
rejection rate is 0.5 per cent. The final 
inspection, after production, is done 
by the chiefs of quality control and 
quality systems. In case any non-con- 
formities are detected, the process 
begins all over again. Throughout 
production, the customer is given 
access to process data, and feed- 
back is encouraged. 

Each month, the quality review 
meeting goes through all the process- 
es and discusses how they can be 
improved. Likewise, the head of each 
department has to identify the train- 
ing needs of his people. “There are 
some who need training to perform 
even better, while others need it to 
keep up with the rest," says Chawla. 

Departmental requirements go 
via the quality systems chief to the 
management representative, who is 
formally responsible for training. In 
fact, in IFB’s quality manual, which 
lists every senior manager's quality 
responsibilities, there is only one 
that appears in every list: identi- 
fication of departmental training 
needs. Thats why iFB's quality 
strategy could be called the people- 
product-process trinity. ә 

















That's true. Allen-Bradley is the complete plant floor automation company. Offering more than 350,000 










products and product variations — the broadest line available — to give you a single source for all your 

j hardware, software and support needs. 

Being part of Rockwell International, a high technology conglomerate and world leader in Electronics, 
| _ Aerospace, Automotive and Graphics business, we have access to the world’s most sophisticated technologies. 
: Giving you state-of-the-art products that provide you with increased flexibility and reliability to enhance 
productivity... even when you buy our push buttons. 


“So whatever be your industry, Steel or Food Processing, Pharmaceutical or Automotive, we can harmonize 





your plant floor automation needs to your satisfaction... completely. 


ALLEN-BRADLEY 
A ROCKWELL INTERNATIONAL COMPANY 
Technology i is our strength. 
Customer focus, our core competence. 
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jm ED by spiralling raw material prices in 
1991, INDAL’s CEO, Tapan Mitra, asked his workforce 
for a solution. The strategy that emerged from the 
shopfloor: adopt quality practices to boost exports 
and wield quality as a competitive tool. From the 
lowest levels, INDAL's quality culture spread across 
the company through a series of steps: applying for 
ISO certification, management participation in 
education for quality, organisation-wide TQM, 
adoption of a variety of quality tools, and 
empowering employees to champion customers' 
causes. The result: slowly but surely, quality is 
being embedded in INDAL. 

















In June 1992, 
Tapan Mitra, 56, 
managing director, 
INDAL, took a four- 
month sabbatical 
in order to focus 
on a strategic plan 
for INDAL's 
transition to a free 
market. He 
returned with the 
conviction that 
only total quality 
would serve as a 
strategic weapon 


ALL it bottom-up quality. Four 


years ago, as the global prices 

of aluminium soared by 87 per 

cent, the Rs 838-crore aluminium 
products-maker Indian Aluminium 
INDAL) was confronted by a raw 
material crisis. Able to produce just 
50,000 tonnes out of its annual 
requirement of 100,000 tonnes of 
aluminium from its own smelters 
INDAL found its future in jeopardy 
However, 56year-old Тарап 
Mitra, who had taken over as INDAL'S 
managing director in January 1991 
decided not to impose a solution 


from the corner office, but to stimu 





late his team of workers and man 
agers into coming up with a plan for 
survival. Senior managers fanned out 
to the company's offices and 15 
plants across the country, holding 
scenario-sharing sessions and asking 


participants for solutions. Explains 











George Stephanos, 58, vice-president 
quality), INDAL: "We decided that 
the quality imperative should not be 
a top-down thrust, but should come 
from the workforce itself 

Reasoning that the company 
would have to continue to buy Its 
metal from the global market, INDAL S 
employees eventually concluded 
that an export drive would be neces 
sary. That, in turn, would mean meet 
ing international standards of prod- 
uct quality. And from this conclu 
sion, it only needed a few gentle 
prods about the efficacy of total qual 
itv for the workers to decide that 
INDAL would have to wield quality as 
a competitive strategy for survival 

Savs P.N. Lahne, 44, a TOM coun 
sellor with the Confederation of 
Indian Industry's (CII) TOM Cell, who 
has worked closely with INDAL: “Once 


the scenario was made transparent 
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p; 8 the 


scenario was 
made 
transparent, 
the workers 
came up with 
the quality 
idea" 


P.N. LAHNE 


OUNSELLOR 
TOM CELL 





the workersthemselves came up with 


the idea." The specific strategy that 
emerged: cut costs, embed quality, 
satisfy the customer, and export. Or 
INDAL'S С-0-С-Х Strategy 

Having 
themselves, INDAL'S workers went on 
to lead the move to institutionalise 
quality across all the plants and 
offices in the organisation. Recalls 
Mitra: "The quality route came out of 
a brainstorming session involving 62 


spawned these ideas 


participants from various levels of the 
company in early 1992." As а result, 
INDAL'S workers have always been 
committed to quality as a primary 
approach to their work instead of 
having to be convinced about it 

Even so, Mitra decided not to take 
any chances, insisting that TOM would 
have to be adopted in every INDAI 
plant by 1995. But while his workers 
may have mentally 
Mitra knew that translating their zeal 
into action wouldn't be simple. For 


been geared 


instance, there was bound to be resis- 








tance as soon as shopfloor workers 
were asked to change the methods 
that they had used for decades. To 
institute a crash-course in changing 
mindsets, Mitra decided to apply for 
ISO certification at his plants 
His logic was that merely con 
forming to the immense documenta 
tion and standardisation required for 
achieving an ISO certificate would 
prime the workforce for the systems 
approach that TOM necessitated. First 
an INDAL training force toured the 
country, holding classes' for workers 
in their mother tongues on ISO and 
quality; sessions that, Mitra insisted, 
should be attended by managers, inc- 
luding himself, and workers together. 
Strategically, the aim was to con 
vince the workforce that the manage- 
rial staff was no wiser when it came to 
quality 
have to be a joint crusade. Admits 
Stephanos: “It helped break down 
barriers." Vijay 
Gokhale, 40, a fitter in INDAU' foil 
plant at Kalwa in Maharashtra: "For 
the first time, we saw that the man 


So, implementing it would 


Corroborates 


agement was serious about training 
Our scepticism vanished when we 
saw that the works manager himself 
was undergoing training with us." 
Every INDAL site hosted seven ISO 
awareness programmes and 10 TOM 
sessions—each lasting three days— 


with each employee spending 4.15 


МАР. Joshi, 40, a 
foreman at INDAL's 
foil factory, is the 
champion for 
Burroughs 
Wellcome, which 
buys foils from 
INDAL. Visiting 
Burroughs thrice a 
week, Joshi collects 
feedback and tries 
to tailor the quality 
of the foil to his 
customer's 
specifications 


HOW INDAL EMBEDDED QUALITY 


| TOTAL QUALITY MANAGEMENT 
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| Application of quality consultant 
Nirdosh Reddy's model 


Good housekeeping via the 5-8 route: Seri (identity unwanted 
things and destroy them); Seiton (a place for everything and 
everything in its place); Seiso (cleaniness); Seiketsu 

| (system); Shitsuke (education, training and motivation) 


languages 
| TRAINING OF WORKERS BY WORKERS == 


Application of CIS roadmaps and training modules 
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man-days on training and awareness 
sessions. Says Rama Mohan, 26, a 
quality engineer at INDAL’s Kalwa 
plant: "We decided that the training 
should be conducted by the workers 
themselves.” Adds Arun Powar, 44, the 
Kalwa works manager: “If the workers 
were to be the trainers, then there had 
to be a training-the-trainers module. 
Which was what we developed." 

As they got involved in the 
process, the workers started evolving 
home-grown symbols for the essen- 
tially western concepts of quality. For 
instance, they designed a model 
which depicted the quality goal as 
the Om symbol. And Ed Deming's 
Plan-Do-Check-Act Cycle was 
explained by a swastika. In fact, inter- 
nal quality audits are today carried 
out by workers’ teams. 

Comments P.B. Warrier, 58, the 
CEO of Bureau Veritas Quality Inter- 
national (BVQD, which awarded the 
150-9002 certificate to INDAL'S Kalwa 
plant as well as the extrusion plant at 
Alupuram (Tamil Nadu): "Worker 
participation at all levels was superb. 
They were aware of the changing bus- 
iness scenario and how their work 
had to improve in order to compete." 

To prove how quality cuts costs 
quickly, Mitra launched a competi- 
tion between plants on how much 
waste they could eliminate through 
quality practices. Caught up in the 








game-playing, workers internalised 
the processes far quicker than they 
would have through normal training 
generating, in the process, savings of 
Rs 12 crore in 1993-94. Similarly, INDAI 
initiated a customer champion pro- 
gramme, designating individual wor- 
kers to visit customers and then rep- 
resenting them on the shopfloor 

Stunned by the impact that the 
poor quality had on customers 
INDAL'S workers started protecting 
their quality practices fiercely, assail- 
ing one another for failing to meet 
standards. Meanwhile, with the Iso 
certification process underway— 
and documentation and 
mance to standards becoming well 
entrenched—Mitra unleashed a for- 
mal TOM drive. 

Helping to implement it is quality 
consultant J. Nirdosh Reddy, 45, CEO 
of the Michigan (US)-based ANAAR 
Consultants, who builds on the 
Deming philosophy of quality assur- 
ance. Explains Stephanos: "This inte 


confor- 






1 Worker 


participation 
was superb. 
They knew how 
their work had 
to improve to 
compete 
globally” 


P.B. WARRIER 


CEO, BUREAU VERITAS 
QUALITY INTERNATIONAL 
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180 CERTIFICATION | Quality assurance system: Follow in toto the 
- documented procedures; Learn from mistakes; Take 





Use of the 7-8 system: Need tor 
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On quality as 
strategy 





TAPAN MITRA 


The CEO Interview 


HE approach of INDAU's people 

was: money solves problems. 
People were scared to be wrong. 
Personal accountability was fuzzy 
and loyalties were to individuals, not 
to the company. Developing human 
resources through the quality move- 
ment was, we felt, urgent, as human 
resources is the key to satisfying cus- 
tomers, giving consistent competi- 
tive quality and cutting waste. 


INDAL has to change from being 
production-oriented in a protected 
market to a quality company in a buy- 
ers market which is opening up. 
Managing this change will be the 
challenge before us. And quality is 
proving to be an excellent tool in this 
change-management. 


There were three types of resistance. 
There was some resistance because 
the whole concept was so new. With 





the quality movement going to the 
grassroots, workers had to be 
empowered. So, some people felt 
a loss of power. The third group 
simply didn't believe that it could 
be done. 


We have won over the first group 
completely, and, say, 70 per cent of 
the last group through communica- 
tion and by showing them the results. 
The second group is getting smaller 
as they realise the tremendous bene- 
fits from the movement. When they 
see that itis compulsory for the CEO to 
come up with a kaizen and take 
active part in the quality drive, a lot of 
scepticism vanishes. 


I can only say that we have a lot of 
ground to cover. All our targets are 
stretch targets, and it is difficult to 
achieve them. However, there is no 
room for complacency. 





gration was necessary in order to 
keep the quality flag flving high even 
after getting ISO certificates." And to 
create joint ownership of the firm's 
quality goals, Reddy conducted 
brainstorming sessions among man- 
agers in order to shortlist areas of 
improvement and prioritise projects 

Paying tribute to INDAL's ability to 
instil a culture of quality, Reddy says 
"When it comes to quality, INDAL has 
a visionary CEO, loyal senior manage- 
ment, and a group of bright, partici- 
pative, and enthusiastic employees." 


Intent on compelling his employees 











to absorb the quality culture, Mitra 
flung in every quality implementa- 
tion tool that seemed relevant. 

For instance, to instil a sense of 
quality through personal orderliness, 
he introduced good housekeeping, 
forcing workers to apply quality sys- 
tems at home too. Similarly, to stress 
the need for everyone to contribute 
to the quality process, Mitra instituted 
the kaizen process—or continuous 
improvement—compelling each 
employee to report one improve- 
ment a month. One of Mitra's per- 
sonal 


kaizens: colourcoding his 


On how it was 


On progress 
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ACREX-95 


HIT THE BULL'S EYE WITH THE FIRST INTERNATIONAL SHOW 
ON AIRCONDITIONING, REFRIGERATION 
.. AND BUILDING SERVICES. 


Because hitting the bull's eye is to be seen, standing alongwith the world's best 
corporate houses. Alfa-Laval, Amtrex, BEC Oman, Blue Star, Bry Air, Carrier Aircon, ETA 
Dubai, Kirloskars, Paharpur, Tata Honeywell, Thermax, Trane USA, Sabroe, Solahart 
Australia, Suvidha Engineers, Voltas are just to name a few at ACREX - 95. 


ACREX - 95, the first Global exhibition on Airconditioning, Refrigeration and 
Building services is being jointly organised by American Society of Heating, 
Refrigeration and Airconditioning Engineers (ASHRAE) - INDIA CHAPTER and 
indian Society of Heating, Refrigeration and Airconditioning Engineers (ISHRAE). 


ACREX-95 is a uniqueopportunityforiInternational exposure for manufacturers, 
contractors and sellers of Airconditioning, Refrigeration and Building Services. More to 
this, a one-day seminar on the latest trends in technology, will also be a part of this 
grand exposition. 


ACREX - 95 at the Pragati Maidan, New Delhi, will witness participation of foreign 
companies and Billy Manning, President, ASHRE will be the guest of honour. 


So act fast and rush your participation, for the limited number of stalls left, less 
your competitor hits the bull's eye before you do. 







ZH. FON For details please correspond with 
3 $ ASHRAE-INDIA CHAPTER & ISHRAE (s^ us P Exhibition Managers & Consultants 
Ё K-43, Kailash Colony, — oe - TAFCON GROUP, 
P New Delhi - 110 048 Cb YS AD C-60, Nizamuddin East, New Delhi - 110 013, 


TEMSE ~ 199008 Tel. :91-11-6424925, Fax : 91-11-6470947 EY Tel.: 91-11-4633881, 4633889. Fax : 91-11-4635215. 














Union leader Sital 
Dey, 48, led his 
team to cut the 

time taken for the 

submission of 
export documents 
to banks from 10 
days to 10 hours by 
marking the 
documents to the 
„person who would 
“actually do the job 
instead of sending 

“Ичо the mailroom 
for distribution 





INDAL'S STRUCTURE FOR QUALITY 

















phone index by city to locate his 
phone numbers quicker. 

As TQM took root, Mitra restruc- 
tured the organisation in order to 
align it with the quality teams being 
formed. So, reporting structures for 
quality were formalised just as they 
existed for production or marketing 
in order to institutionalise quality. At 
the plant and office levels, therefore, 
INDAL’s quality practices are execut- 
ed through Small Group Activities 
(SGAS), with the groups themselves 
establishing specific targets, house- 
keeping practices, and continuous 
improvement. Says M. Hariharan, 44, 
TOM manager, INDAL: "These are the 
three vehicles used to travel the qual- 
ity route at the lowest level." Phone- 
operators promptly formed a SGA and 
trained themselves at Tata Telecom 
to handle their EPABX systems more 
efficiently. 

Departmental quality commit- 
tees, chaired by departmental heads 
with workers as their members, 
comprise a second tier. The next is 
the plant- or office-level steering 
committee, with each function being 
represented by its own steering 
committee, which monitors quality 
improvements once a week. And the 
Steering committees report to the 
apex quality team. 

One outcome is that decision- 
making now takes place on the shop- 





floor even as SGAs and steering com- 
mittees, manned as they are by both 
managers and workers, smash hierar- 
chies and foster an egalitarian cul- 
ture of quality. Says A.V. Mandalik, 
54, a foreman at the Kalwa plant: “A 
worker can now criticise the man- 
agement on quality if it finds a fault." 
Adds Stephanos: "We no longer 
use the workforce for their brawn, 
but for their brains as well." But the 
price that INDAL has had to pay for 
painstakingly inculcating the quality 
culture is a slow pace of implementa- 
tion. In two years, the company has 
received the ISO certificate for only 
three plants. Complains S. Dayal, 43, 
controller (quality assurance), 
Burroughs Wellcome: “INDAL is one of 
our better suppliers, but its suggested 
and accepted quality level of three 
per cent rejection is still too high." 
Observes Mitra: "We have miles 
to go before getting anywhere near 
global competitiveness." Perhaps. 
But as far as spreading the culture of 
quality across the company's opera- 
tions goes, INDAL has clearly made 
progress. And with the systems for 
quality becoming increasingly easi- 


er for INDAL to adopt, Mitra may well, 


discover that his company has 
already vaulted the toughest hurdle 
on the road to total quality: chang- 
ing the mindset of workers and 


managers. e 
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The two million tonne per year Prism Cement project won't just set the pace for technology and cost-efficiency. 
It's also designed to lead the way in meeting the world's stringent standards for environment-friendliness 





| © SEE THE FUTURE OF THE 
` CEMENT INDUSTRY CLEARLY, LOOK AT IT 


- THROUGH A PRISM. 

As the winds of liberalisation usher in a new era of industrial growth, one company is set to establish new 
. standards for the cement industry: Prism Cement Limited. А One of the largest single-kiln cement plants 
in the country, it is being set up at one of the world’s lowest capital costs per tonne of production capacity, 
A This international-scale project is also designed for low electric power and fuel consumption, thus ensuring 
one of the lowest operational costs in the cement industry. А And the participation of F L Smidth, a world 
- leader in cement technology as co-promoter, ensures that the project will benefit from every improvement 


or innovation they develop. 


PRISM CEMENT LIMITED 


Vikas Centre, 106 S.V. Road, Santacruz (W), Bombay 400 054. 


ÁAdfactors/Prism/235-B 
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Avene a global market for its denim, 
Arvind Mills has been forced to raise its quality 
standards to those set by its international 
customers like Levi Strauss. To meet them, *CEO 
Sanjay Lalbhai uses customer specifications to re- 
design his firm's manufacturing systems. Adopting 
a problem-solving cycle, the firm responds to every 
blemish in the product by tracking it down to a 
specific problem in the manufacturing process. 
Then, the defect is eliminated by installing quality 
control equipment. Using feedback to validate the 
effect of these quality checks, Arvind has decreased 
the rejection rate of its denim, increasing profits. 














Anind’s quality 
team—(dockwise 
from left) 

S. Padmanabhan, 
Rajiv Dayal, 

P.R. Roy, K.K. Bagchi 
and Anand 
Parekh—learnt 
their first lesson 

at an Irish plant 
where the floors 
had been polished 
to look like mirrors. 
So are Arvind's 
floors today 


ОК the Rs 413.50-crore textile- 


maker Arvind Mills (Arvind) 

global quality isn't just a buzz 
word. It's a target that must be met 
365 days a year, 24 hours a day, 60 
minutes an hour, 60 seconds a 
minute to ensure that every 


metre of the 1.90 metres of denim it 


milli- 


spins out every second conforms to 
the specifications laid 
Arvind's global customers 


down by 


For, demanding buyers like the 
$5.9-billion Levi Strauss and the $4.3- 
billion VF Corp., which owns the Lee 
and Wrangler's brands, accept no— 
and that means no—deviations from 
their stringent standards. So, the flag- 
ship of the Rs 1,774-crore Sanjay Lal- 
bhai Group has been forced to build 
global quality into all four compo- 
nents of its production process: sour- 
cing raw material, manufacturing the 
product, monitoring it for flaws, and 











shipping it to the customer 

Actually, Arvind's planning for 
quality began in 1987 when it chose 
globalisation as a survival strategy 
Sanjay Lalbhai, 40: "The 


importance of quality as a major 


Says CEO 


parameter evolved right from the day 
we started looking at the global mar- 
ket, where our competition is from 
Manufac- 
turing fabrics for garments like sarees 


world-class producers 
and blouses—a terribly competitive 
market with low margins—Arvind, 
like its peers, was ravaged by compe 
tition in the early 1980s 
Forced to target the global mar 
ket, Arvind chose high-end denim: a 
commoditised raw material, where 
apparel-makers do not tolerate varia- 
tions. Says a Singapore-based vice 
president of Merrill 
tracks the industry 


thing is to produce standard quality 


Lvnch, who 


The important 
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very consistently. No buyer will 
accept the uncertainty of whether 
the next shipment will be of the 
right quality." 

Because of its global commit- 
ments—Arvind today exports 60 per 
cent of its denim output—the quality 
goal that Arvind's top management 
team—led by Lalbhai and Group СЕО 
P.R. Roy, 64, a former professor of tex- 
tile engineering at the Ms University in 
Baroda—set for the firm was, as Roy 
puts it, to "build quality into the proc- 
ess rather than rely on inspection.” 

Аз а first step, the company form- 
alised its quality vision in a statement 
that appears on every table and wall 
of Arvind's plants: "We are commit- 
ted to implementing all actions nec- 
essary to ensure that contracts with 
customers are honoured to the com- 
plete satisfaction of customers." 
Since this meant letting the customer 
dictate quality standards, managers 
went directly to them to find out their 
requirements. 

On this basis, a manufacturing sys- 
tem capable of delivering those 
requirements was designed. In fact, 


Bale Card data - 
management monitor 





Arvind’s quality assurance system piv- 
ots around the customer's current— 
and future—needs. Consider, for 
instance, the quality improvement 
process whereby Arvind bagged Levi 
Strauss as a customer in July 1994. 

Way back in 1986, Arvind sent its 
first sample to Levi Strauss, at which 
point of time the jeans-maker sub- 
jected it to its specifications crite- 
ria—which relate to the diameter of 
the yam, the moisture content, and 
the flaws in the fabric, for instance— 
and sent it back. And Arvind was 
forced to spend the next six years cre- 
ating a new infrastructure, redesign- 
ing its sourcing, shopfloor, and 
processes radically to meet Levi 
Strauss’ requirements. 

A study of the cotton-picking 
process revealed that while picking 
was best left to agricultural workers, it 
was the post-picking activities—gin- 
ning and pressing—that generated 
uneven quality. So, Arvind embed- 
ded quality into the process by 
deploying a 150-strong workforce of 
its own to supervise the buying, 
ginning, and pressing process at 





IOW ARVIND ENSURES QUALITY ON THE SHOPFLOOR — 
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When five out of 
its 200 buyers 
wanted shipments * 
bar-coded, Arvind 
didn't refuse on 
the grounds that 
most buyers didn't 
need the service. 
Instead, it installed 
equipment to 
retrieve data from 
the main computer 
system so that all 
shipments could be 
bar-coded 
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SANJAY LALBHAI 


The CEO Interview 


HE importance of quality as a 

major parameter evolved right 
from the day we started looking at the 
global market, where our competi- 
tion is from world-class producers. 
Having consistently improved our 
product quality, we are today com- 
parable with the best in the world. 


The corporate thrust on quality is 
spearheaded by a committed group 
of people; both the senior lot, with 
their vast experience in textiles, and 
the younger set with their fresh mind- 
set. In the last three years, we have 
taken many senior people from 
transnationals, who are able to con- 
tribute a different perspective which 


cotton farms in Purijab and Gujarat 
The next step was to redesign the 
manufacturing process to include 
quality checks at every step. Today, 
Arvind's 8.5-million-metre export- 
oriented denim plant at Khatraj in 
Gujarat is laid out in a U: the raw 
cotton enters at one end and is pro- 
gressively carded, drawn, spun, war- 
ped, dyed, sized, woven, finished, 
inspected, and packed before being 
despatched from the other end. Exp- 
lains C.R. Dwarkanath, 40, general 
manager (manufacturing): "Based 
on our experience, we concluded 
that materials flows are like energy 
flows. The trick is to optimise them." 
During the eight years that Arvind 
took to bring its product up to its glo- 
bal customers' standards, the com- 
pany followed а problem-solving 














has helped the organisation make 
rapid strides in the quest for quality. 
But l also believe that commitment at 
the top is a must to implement 
anything in an organisation. 


Quality is a part of Arvind's value sys- 
tem and a way of life. Getting an 150 
certification would only endorse the 
fact that our products, our produc- 
tion, management, and information 
systems conform to world-class 
standards. 


Global buyers look for a very high 
level of service, consistency of prod- 
uct quality, and reliability in supplies. 
Product innovation is a plus. 


cycle on the shopfloor. The output 
was examined for defects; the defects 
were traced back to particular stages 
of the manufacturing process; appro- 
priate quality checks were installed 
at those stages; and the output was re 
examined to test the validity of th« 
quality control installed 

For instance, when product 
examination revealed too many vari 
ations in the diameter of the varn 
Arvind installed an electronic eye to 
scan each thread of varn being spun 
out before it was dved and woven. If 
the coefficient of variation at any 
stage goes beyond pre-set specifica 
tions, the spinning line stops auto 
matically. Similarly, when the indigo 
dyed denim displayed too many vari- 
ations in shade to be acceptable 


devised an automatic 


engineers 


Оп 150 
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On global 


quality 
requirements 
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“W. expect 


key suppliers to 
understand our 
specific needs 
and find every 
way of 
satisfying 
those needs” 


SANJAY CHOUDHURI 


MANAGING DIRECTOR 


LEVI STRAUSS INDIA 








dousing and dyeing process, with 
built-in alarms that go off whenever 
the quantity of dye varies 
Using this approach, Arvind has 
installed quality control devices to 
cover virtually every defect that it has 
identified. Fabric flaws have been 
ironed out by identifying uneven 
weaving speed as the culprit and 
putting in place machinery to ensure 
a consistent weaving speed of 140 
metres per minute. Shrinkages have 
been controlled by regulating the 
moisture content whenever the 
denim is dipped in a wetting agent. 
Most important, the problem of 
too much extraneous matter in the 
denim has been addressed by track- 
ing the problem down to the bale- 
management process used before the 
cotton enters the machinery. Being a 
natural fibre, found Arvind's workers, 
cotton is susceptible to variations. So, 
the mixing process has been auto- 
mated with a robotic device—called 
the Blendomac—which mixes cotton 
from various categories of bales as 
per each buyer's specifications. 
Intent on servicing all its cus- 
tomers’ needs, Arvind has devised 
other checks too. For instance, the 
wallsofthe plant have been designed 
as curved surfaces, rather than hori- 
zontal or vertical ones with corners, 
to ensure that cotton does not stick 
anywhere. On the shopfloor, they 
have installed exhausts at regular 
intervals to suck out the dust. 
Unwilling to rely on these auto- 
mated checks alone, the firm has 
designed a second line of quality- 
control: regular offline laboratory 








analyses of the material produced, 
followed by a manual check by 
trained people who scan the finished 
denim under standard lighting con- 
ditions and flag any flaws. 

These quality steps arose out of 
customer specifications too. Inter- 
nationally, fabric manufacturers use 
a four-point system of categorising 
defects—based on parameters such 
as the length and the nature of the 
yarn—giving the buyer the option of 
cutting out that particular strip or 
leaving it in. To conform to these 
requirements, Arvind had to install 
manual checking systems. 

To back its quality systems, the 
company has chosen a quality- 
focused recruitment and training 
policy. Since the critical areas on the 
shopfloor have on-line controls, with 
a local area network connecting the 
seven functional heads in the plant, 
total computer literacy is mandatory. 
So, the minimum qualification for an 
entry-level worker is a diploma from 
an industrial training institute. 

To activate its quality-control 
devices, Arvind empowers its work- 
force to shut down machines them- 
selves whenever the output goes out 
of control. So, training courses are 
designed to encourage participation 
and process ownership. Unlike the 
usual classrooms, where trainees 
face the trainer, Arvind's training 
centre comprises a cluster of round 
tables, each with its own presenta- 
tion kits—a seating design which 
teamwork. Says Kamal 
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“White they 


have built in 
functional 
quality, they lag 
in the ability to 
innovate and 
keep pace with 
trends” 


DARLIE О. KOSHY 
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In June 1994, 
customers 
complained of a 
small line across the 
fabric. Dissecting 
the complaint, 
Arvind traced it back 
to à one-minute 
power failure. As a 
solution, the 

. company put in à 
"system to mark off 
vU fabric affected 
s during à power 
ur failure 








Tamed in response 





Bagchi, 48, manager (quality con- 
trol): “We are in a fast response busi- 
ness, so we have to look at multi-skil- 
ling our people.” 

Even as they instilled quality into 
processes, Lalbhai and Roy ensured 
that the progress towards quality 
could be measured through means 
other than just the quality of the end- 
products. So, they commissioned 
international consultants, like Swit- 
zerland's Gherzi Organisation and 
Germany's Lauffenmuhle, to carry 
out technology and process audits 
for improving quality standards. 

Building on these steps, Arvind 
eventually arrived at a stage in 1994 
where it could send blankets com- 
prising samples from different bales 
so that Levi Strauss could treat the 
blanket with water or chemicals to 
give it the desired look and then indi- 
cate which of the bales it would pre- 
fer Arvind used. During the interven- 
ing period, recalls Roy, "they had 
seen every nook and corner of our 
plantand ensured that all oursystems 
integrated with theirs." 

That is natural since Arvind is 
actually part of Levi Strauss’ own total 
quality management process, which 
aligned the jeans-maker's suppliers 
to its quality requirements. Says 
Sanjay Choudhuri, 44, managing 
director, Levi Strauss India: "We 
expect our key suppliers to under- 





stand our specific needs and find 
every way of satisfying them." 

And Arvind has made it a point to 
align the customer with its manufac- 
turing processes by allowing buyers 
to help set up its systems. For 
instance, the $400-million Capital 
Mercury, a US buyerfor its denim, has 
invested as much time and effort in 
developing Arvind's systems as in its 
own, sending its own teams to help 
Arvind fine-tune its hardware and 
processes. Likewise, Levis fabric 
development team from San 
Francisco has visited Arvind's facili- 
ties seven times in just the last year. 

As part of its quality practices, 
Arvind is using customer feedback to 
design new products. Monitoring 
retail outletsto track the popularity of 
different varieties of jeans, the com- 
pany has started looking at specia- 
lised stretch and mercerised denims. 
These moves are designed to plug a 
perceived quality gap in product 
development. As Darlie O. Koshy, 39, 
chairman, Apparel Marketing and 
Merchandising at the National Insti- 
tute of Fashion Technology puts it: 
"While they have built in functional 
quality, there is a definite lag in their 
ability to innovate and keep pace 
with international trends." 

Arvind's decision to go in for SO 
9002 certification is customerfocused 
too. Says Rajiv Dayal, vice-president 
(exports): "It gives a higher comfort 
level to the buyer." Palpable too is the 
pay-off from quality. With an 85 per 
cent repeat buying rate, the last time 
that the company had a consignment 
returned on quality grounds was in 
1991. Its denim quality has been rated 
in the top ten percentile on the basis 
of independent validation by the 
Swiss company, Uster, which moni- 
tors the performance ratings of yam 
from companies across the world. 

Explains president Anand 
Parekh, 45: “We figured out early on 
that quality was going to be the one 
imperative for longterm suste- 
nance.” That's why Arvind thinks the 
world of quality—quite literally. @ 
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Highest in the country. 
Can only be from 
Vysya Bank. 


(V A dramatic change demands 
) a dramatic response. 
\ And at Vysya Bank, it 
culminates in rich 
performance. 
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Even though we have seen more changes in the past 6 months, than 
in the past 6 decades, we've passed the test of time, with flying 
colours. 


Today , our EPS stands at Rs.470 - Highest, not just for any 
bank, but for any Indian listed company. (Annualised for 
1994-95, based on the performance of first six months.) 


Our deposits have escalated to Rs 4665.30 crores - over 1000 crores 
increase in a short span of 6 months. An expression of the growing 
trust in Vys-banking. 


Our profits have soared to a staggering Rs.62.14 crores. : 
| 


















197.52 
40.73 
| Total Expenditure 161.71 
- Gross Profit before 
‘Depreciation. & 
Provisions 76,54 
Depreciation 2.00 


332.17 
61.11 
305.42 















91.33 A four - fold increase over the previous year (annualised). 
ane Allto say, that when it comes to competition, we set the standards, 


And we surpass them. 
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ng Tax) 12.40 
“Net Profit 62.14 
| Paid-up-Equity 
‘Share Capital 2.64 
Reserves (Excluding 

Revaluation Reserves) 147.03 

|; Earnings Per Share 
_C{Rs.) Annualised) 470.15 
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irectors at their meeting held on 14.12.94. 
L Sada Siva Gupta 
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[ ndal's Total Quality Movernent 
an assurance of the very best. 


deep-rooted commitment to quality 









and the customer. А dedication 
that has been ceaseless, including 
winning ISO S000 certifications 
for its Electronics, Foil, Extrusion 
and Casting businesses, with 
certification for its other 
operations soon to follow . Testimony 


enough that Indal values Quality. 
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uality is personal. If it isn't, what kind of a foun- 
datión are you planning to build your TOM pro- 
gramme on? Organisational quality can be achieved 
by creating systems, but quality in the way you 
work and behave needs the creation of a mindset. 
Quality gurus like Claus Moller, Harry Roberts, and 
Bernard Sergesketter deliberately identify personal 
quality as the starting point for total quality, insist- 
ing that managers set personal quality goals, esta- 
blish personal quality accounts, finish what they 
start, be ethical, and avoid mistakes—the five ingre- 
dients for a personal quality agenda. For, the search 
for personal quality must begin with self-appraisal. 








Do You Lea 





PERSONAL ORGANISATION 


Do you make written notes of the things you need to do 
at the start of every working day? 


Do you make it a rule never to postpone tasks, however 
much you may dislike them? 

Do you carry through to its logical completion a task that 
you have begun without being sidetracked? 

Do you attend to every file or memo on your table within 
24 hours of its arrival? 

Do you respond to all the letters that you receive within 
two days, and to all the mail marked "urgent" immediately? 
Do you send neat, legible, and typed fax messages 
instead of scribbling them out in a hurry? 

Do you have a fairly clean desk where you can almost 
always find what you need? 

Do you succeed in doing more than 90 per cent of the 
things that you set out to do on any given day? 

really a total quality Can you locate a telephone number in your telephone 
leader, take BUSINESS book as soon as you need it? 

TODAY's Quality-Is- И Do you organise your PC files systematically and clean 
Personal Test, which is out your directory regularly? 

based on the theories of 11 Do you return all your phone calls the same day, or 

Har 7 Roberts and latest, by the next morning? 

бана Sergesketter 12 Do you read every morning’s newspaper the same day, 


: either before or after work? 
Designed to cover the 
four dimensions of a 
manager's everyday 
routine, this quiz enables 
you to evaluate your 
personal practices 1 
relating to organisation, 
management, behaviour, 
and habits on a 
quality scale. 3 


THE METHOD 


For each of the 50 
questions, assign 
yourself a score of 
between 1 for Never and 
5 for Always. A score of 2 
implies Seldom; of 3, 
Occasionally; and of 4, 
Usually. Add up the 
scores for your quality 
rating, and turn to 

The Analysis to find just 
how far you have 
progressed on the 
journey towards personal 
perfection and what you 
can do to get to your 
destination. 


2 


3 


5 


? 
THE TEST 


To find out if you are 


PERSONAL MANAGEMENT 


Do you meet at least six employees from different 
departments every day? 


Do you pay attention to the small things or do you leave 
someone else to take care of the details? 


Do you always refer to an expert in a particular field 
when you are considering a major issue? 


Do you make it a point to interact with at least one 
external customer every week? 


Do you set aside some time every day to read technical 
journals, and enhance your computer capabilities? 

Do you ensure that there is an agenda for every meeting 
that you attend? 


Are you on time for meetings even when they are with 
your subordinates? 


Do you prepare adequately for a meeting or conference 
through background reading or briefings? 

Do you give your associates and fellow employees 
advance notice before leaving town? 


Do you delegate routine activities when leaving town so 
that work does not get held up? 


Do you call your office every day when you are out of 
town to receive messages and monitor events? 


Do you respect hierarchy when communicating with 


12 your colleagues? 
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THE SCORE 
TOTAL 


PERSONAL BEHAVIOUR rd 


When you are irritated, do you make an effort not to 
make it obvious in the way you speak or behave? 


Do you make it a rule not to blame someone else when 
something goes wrong? 

Do you succeed in not getting rattled under pressure and 
committing mistakes that you normally wouldn't? 


Are you, no matter what the provocation, polite to your 
colleagues and subordinates? 


Do you listen attentively to what others tell you even if 
you do not agree with them? 

Do you treat your colleagues with the same courtesy and 
consideration that you extend to customers? 


Do you make it a rule not to lie to a superior to wriggle 
out of a difficult situation? 


Do you keep your personal telephone calls to a minimum 
and ask your friends to call only at home? 


Do you recover promptly from interruptions and succeed 
in resuming just where you left off? 

Do you know as much about your executive assistant as 
you do about your executive directors? 


|; Are you a quiet worker or are people constantly getting 
- up. and moving away from your work-space? 


7 Во you answer the phone, whether it is your own or 


someone else's, before it rings thrice? 


` PERSONAL HABITS 


Are your accessories like your shoes, your tie, and your 
spectacles always clean? 


Are your clothes always laundered, without holes or 
tears, and in keeping with the occasion? 
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ЕЛ ЕЛ SAY КҮКЕЛЕ nH Е 
СЕ 
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THE ANALYSIS 
50-100 Points: 

Quality in personal action 
seems to be very - 
different from your daily 
work. It shouldn't be. It 
must be built into your 
daily schedule. When 
quality is treated like a 
workout—something to 
be done for 15 min 

four times a week 

bound to fail. Anc 
corporate quality 
movement with such a 
leader at the helm. 


101-200 Points: 
Before you worry about 
the low scores, remember 
thatin some areas you : 
have scored high. 
Examine what makes it 
possible to get those 
scores, and import those 
practices to the low- 
scoring activities as well. 
Set time-bound targets 
forimprovement for 


59 Do you consciously attempt to prevent yourself from 
| becoming overweight? 
-Do you go for a haircut in the first week of realising that 
` you need one? 


Do you remember the names of people to whom you 
have been introduced recently? 


Do you know the names of every person in your local 
office, and of most of your out-of-town colleagues? 


Do you know the first names of the drivers, peons, and 
other non-white collar workers in your office? 

Are you prone to driving lapses even though they may 
have never resulted in accidents? 


Do you have a hobby and do you find the time to spend 
atleast an hour a day on it? 


Do you always remember your colleagues' birthdays and 
wedding anniversaries? 

Do you try to ensure that you have at least one meal 
with your spouse everyday? 

Do you make it a point to involve yourself in your child's 
education? 


yourself. The 
transformation is crucial 
if you are to set an 
example to vour 
colleagues. 
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201-250 Points: 

А decade ago, they 
would say you were 
organised: today, you 
would be said to be 
quality-obsessed. 
institutionalise your best 
practices around your 
organisation—and don't 
stop looking for ways to 
get better still. 
Tomorrow's CEO must 
believe in continuous 
improvement. 








9 


sped eg ESJESS 


10 


un 


1 








12 


а аа сеа баа аа 
LS Е ЕЗ ЕЗ ЕЗ) ESI ES Еа ЕЗ 





Бы ЕЛ БЛ Б ЕД ES TESTES БОЕ ES ES 
СА КС EG КО ЕЗ ЕП 




















QUALITYSPEAK 


ppraisal Costs: Costs of inspecting, 
assuring, and evaluating whether the 
product conforms to requirements 





C ontinuous Improvement: Const- 
ant, ceaseless attempts to exceed the 
customer's expectations 


Control Charts: Diagrams depicting 
when a process is operating within 
tolerance limits and when it isn't 


mpowerment: Giving people 
the power to solve problems and 
ensure quality 


[ГД еге: Technical or procedural 
solutions incorporated within the 
product's design to minimise error 


Fishbone Diagram: Method designed by 
quality guru Kaoru Ishikawa to trace causes 
and effects of problems 


ANTT Chart: Visual representation 
of asequence of activities over a period 
of time 


n nspection: System of comparing 
products and services with specified 
requirements to ensure conformity 


idoka: Prevention of movement of 
defective parts from one stage of 
production to the next 


Just-in-time: System for delivering raw 
materials and components to the 
production-line just before they are needed 






[ ission Statement: Formal descrip- 
tion of what a quality improvement 
project intends to accomplish 


ut Of Control: Situation during 
which the critical parameters of a pro- 
cess exceed pre-defined limits 





а areto Analysis: Technique used 
to identify the most important causes of 
a problem using the Pareto Principle 


PDCA Cycle: A four-step process of Plan- 
Do-Check-Act, derived by the Japanese from 
Ed Demíng's principles 


Poka-yoke: Shigeo Shingo's principle of 
eliminating error by eliminating the 
possibility of making mistakes 





Quality Circle: Groups of line workers 
who meet voluntarily to work on quality 
problems and offer solutions 


Quality Function Deployment: Matrix 
designed to link customer preferences with 
specific product attributes. 


obust Design: Genichi Taguchi's 
checks to allow components to 
function despite inclement factors 


BH ix-Sigma Quality: Motorola's drive 
to cut defects in the process to the level 
of 3.4 per million parts 


Statistical Process Control: Use of 
statistical methods to analyse a production 
process to prevent undesirable variations 


Statistical Quality Control: Use of 
statistical techniques to ensure that the 
product conforms to specifications 





Total Quality Control: System dev- 
eloped by A.V. Feigenbaum for practising 
quality across the entire organisation 


Total Quality Management: System for 
implementing quality practices throughout a 
company, including vendors and customers 


А ero-Defect: А defect-free product or 
service used as a target by companies 
in quality practices 






































Experience You 
Can Depend On, 
Quality You 
Can Trust 








When you need a dependable cooling 
tower, you want a manufacturer that’s 
"dependable too. One that has been 
around over the years ... learnt a thing or 
two ...... taken the rough with the smooth 
.. and emerged with the confidence that 
they can understand what your require- 
ment is and know how to meet it. And, 
after supplying you a quality cooling tower, 
they must be able to educate you to get 
the most out of it, not just in the beginning, 
but also over the years to come. All this 
calls for a tradition and culture possessed 
only by the leader in the field ... Paharpur. 
A tradition and culture achieved through 
thirty years of experience in the cooling 
tower industry. And backed by the finest 
and costliest in-house R & D facilities in 
the country. 


PAHARPUR COOLING TOWERS LIMITED 
Paharpur House, 8/1/B, Diamond Harbour Road, Calcutta - 700 027, India vut 
Phone : (033) 479 1976/479 2050, Telex : 21-8068 PCTC IN, Fax : +91-33-479 21 
Bombay Fax : +91-22-202 7616, Delhi Fax : +91-11 -6474718/6474725 . Wl 
Bangalore Fax : +91-80-2253999 Baroda Fax : +91-265-332192 © | 











The world of 
Gold Flake. Always smooth. е 


Always mellow. 
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